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Rough Proofs 


Babe Ruth speaks contemptu- 
ously of the “stitched golf ball” 
now used in the big leagues. 
Judging from the batting averages, 
the pitchers must be pretty good. 
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Gladys the beautiful receptionist 
says she sees by the advertising 
that John Doe is a Mayflower 
warehouseman, and she always 
thought he was the mysterious 
stranger the police were looking 
for. 

, ee 

H. I. Phillips says women 
drinking at stand-up bars are 
helping to bring back prohibition. 
And they’re also making a good 
many men consider seriously be- 
coming teetotalers. 

vvwy 

Some advertising men, who 
learned from W. A. P. John’s 
story on how to live with a bad 
heart that the treatment includes 
a daily drink, think they could 
reconcile themselves to it. 

vvy 

Women are already beginning to 
wonder what will happen to their 
new look when its been around 
long enough to begin to suggest 
the old look. 

- @.¢ 
NEW ERA DEPARTMENT 

Needham, Louis & Brorby has 
published a...statement showing 
total billings, profits and net after 
contributions to pension and profit 
sharing funds. 


vv¥+ey 

“We don’t like the high cost of 
living any more than you do,” 
says National Dairy Products Cor- 
poration, referring specifically to 
milk, 

About the only ones who are 
really pleased are the cows. 


vvy 

“Don’t wait for pain to drive 
you to the dentist,” urges Metro- 
politan Life. 

Instead, go laughingly, 
Bob Hope. 


with 
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Is it because things cost so 
much nowadays that the good old 
slogan, “The memory of quality 
remains long after the price is 
forgotten,” isn’t being used ex- 
tensively at present? 


7 wo.F 


Shell’s dinosaur on Page 2 of 
the Feb. 14 Saturday Evening 
Post turned out to be only a flip 
of the finger away from a couple 
Sof the editors’ specimens on 
Page 4. 

= ee 


It’s been a long, hard winter, 
but things are looking up. The 
Sports pages are beginning to re- 
port plans for the get-away of the 
big league ball clubs for spring 
training. 

vvy 

Sound movie equipment for 
home projection is being aggres- 
Sively advertised, but it may be 
just a few steps behind the de- 
velopment of television programs. 


. i. 


Today’s newspaper columnist 
may be a bright boy expressing 
himself, or a clever fellow who 
is writing advertising copy that 
looks and works like reading 
matter. 

Copy Cus. 


with what 
slips through 


your 
fingers 


SAVE—One of the more interesting 
financial ads is this copy run in the 
Dallas News by the Republic National 
Bank. To have money for emergencies, 
it reads, save the nickels, dimes and 
quarters spent without good reason. 


Ferguson Imports 
Tractors Pending 
U. $. Production 


British Standard Car 
May Be Sold Here 
for Under $2,000 


New Yorx—tThe first shipment 
of a $20,000,000 order recently 
placed by Harry Ferguson, Inc., 
Detroit, with its British affiliate, 
Harry Ferguson Ltd., arrived here 
last week. 

The machines are manufactured 
in Coventry, England, by Stand- 
ard Motors Company, for Harry 
Ferguson of Detroit and are being 
purchased through Harry Fergu- 
son Ltd., a British affiliate. 

On hand to greet the initial 
shipment was Sir John Black, 
managing director of Standard 
Motors, who will also make a 
marketing survey in this country 
on the possibility of selling 
Standard’s new auto, the Van- 
guard, in America. 

Production of the Vanguard, 
which will sell for under $2,000, 
begins in March. Sir John expects 
to produce the cars at the rate of 
1,000 per week during 1948, 
stepped up to 2,500 weekly in 
1949. If the car is sold in the 
U. S., Standard will set up serv- 
ice organizations throughout the 

(Continued on Page 65) 


Right Choice... 


of media is important. 
See ‘Salesense,’ Page 
18. Other features: 


Ad-libbing 
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Kuttner Agency 
Exploits Radio 


as Basic Medium 


New Birthday Party 
Show Allows Traffic 


Build-Up Measurement 


Cuicaco—Kuttner & Kuttner is 
firmly convinced that a local radio 
program with a well-known per- 
sonality can serve as the basic 
promotional medium for a prod- 
uct, expand both distribution and 
consumption, and do it on a meas- 
urable basis. 

And on March 6, for None- 
better ice cream, the agency will 
launch “Your Birthday Party,” 
with Joe (Quiz Kids) Kelly over 
Station WGN. The show is replete 
with gimmicks for building store 
traffic, increasing sales outlets and 
boosting year-round consumption 
of ice cream. 

While the idea of using a local 
show as the basic advertising 
medium is not new, the agency 
believes that it has solved most 
of the problems which face an 
advertiser who wishes to use a 
mass medium to develop a 
selected market. 


Used Idea for Spiffy Drive 


Kuttner & Kuttner has used the 
concept of a merchandising cycle 
—radio listening to store to radio 
listening and back again—for sev- 
eral years. In 1945-6, it was faced 
with a problem of maintaining 
high-volume sales for Crest Spe- 
cialty Company’s Spiffy collar 
“stay-downs,” which sold impres- 
sively in Army post exchanges 
and Navy ship’s service stores 
during the war. 

The company had outlets in 
men’s haberdashery and depart- 
ment stores, but traffic in those 
outlets was insufficient to main- 


(Continued on Page 68) 


TUBELESS TIRE that 
seals punctures invented 


ee 


SoF SS 


ec he, 


NEW TUBELESS TIRE—With this news- 

paper copy, Goodrich announced intro- 

duction of a new tubeless auto tire. Dis- 

tribution is limited to the company's 

Cincinnati district territory. (Story on 
Page 67.) 


Postal Subsidy 


Called Essential 


for Good Service 


Donaldson Departs 
from Predecessors' 
Views on Deficit 


WaSsHINGTON—Postmaster Gen- 
eral Jesse M. Donaldson suggested 
last week that the public decide 
whether it wants a subsidized pos- 
tal service—or a vastly curtailed 
one. 

In a straight-from-the-shoulder 
talk to postal supervisors, he set 
out to eliminate any hope that “the 
first career man to head this great 
government utility’ would have a 
“shot-gun formula” to deal with 
the mounting deficit. 

Mr. Donaldson’s warning that 
the public must expect postal 


(Continued on Page 67) 


Last Minute News Flashes 


Lever Launches Newspaper Drive for Lux ‘Diamonds’ 
CAMBRIDGE, Mass.—Lever Bros. Company has launched a newspa- 
per campaign in more than 100 major cities in the U. S. for “New 


Diamonds of Lux.” 


National magazines will be used in the spring. 


Lux radio programs also feature the New Diamond theme in com- 
mercials. The “Diamonds” are supposed to speed up sudsing. Lever 
also is expanding Breeze newspaper advertising in hard water areas 


in the West and Midwest. 


The Lux agency is J. Walter Thompson 


Company, New York, while Federal Advertising, New York, handles 


Breeze. 


Plans Consumer Ads for ‘Suave,’ Creme Shampoo 
Cuicaco—Helene Curtis Industries is launching consumer campaigns 
for its “Suave,” greaseless “cosmetic for the hair,” and Helene Curtis 
Creme shampoo, starting with March issues of the Fawcett, Ideal 
and Macfadden women’s groups; Dell Modern Group and True Story, 
starting in May issues; and will use additional color copy in Good 
Housekeeping, Ladies’ Home Journal, McCall’s and Woman’s Home 


Companion, 


“Suave,” a leading beauty shop item, will be marketed 


in department and drug stores, as will the creme shampoo. Buchanan 


& Co. is the agency. 


Geissinger Agency Gets Davis Auto Account 

Los ANGELES—W. B. Geissinger & Co., here, has been appointed to 
handle advertising for Davis Motor Car Company, Van Nuys, Cal., 
maker of the three-wheel “motoring miracle.” A national advertising 


schedule is now in preparation. 


Tetley Tea Offer Gets Nationwide Promotion 

New YorK—Joseph Tetley & Co. is running 400 and 255-line pre- 
mium offer advertisements in 279 newspapers throughout the country 
offering a set of three kitchen scoops for 25 cents and a Tetley tea box 
top. Duane Jones Company handles the account. 


(Additional News Flashes on Page 71) 


General Mills 
Introduces Basic 


New Type of Cake 


MINNEAPOLIS — General Mills 
next week will break a $500,000 
publicity and advertising cam- 
paign to introduce Betty Crocker’s 
“Chiffon” cake—a new type cake 
in which liquid shortening is a 
major ingredient. 

The development is hailed as 
adding a new basic classification 
of cake types to the two (butter 
cakes and sponge cakes) now rec- 
ognized. 

The Betty Crocker announce- 
ment was the end point of a chain 
of events which started 20 years 
ago. Harry Baker, Ca:ifornian, 
then 44, discovered a way to bake 
a cake that stayed moist longer, 
was light and flavorful—and it 
appealed to the stars. 


Popularity of Cake Grows 


Lily Pons, Jeannette MacDon- 
ald, Nelson Eddy, Eleanor Roose- 
velt, Mae Robson and Barbara 
Stanwyck were supplied with 
cakes by Mr. Baker, and he also 
saw his cakes served by well- 
known Hollywood restaurants. 

Everyone wanted his recipe, 
but he kept it secret for 20 years, 
meanwhile shipping the cakes as 
far as Hawaii and Japan. During 
this time, Mr. Baker became ac- 
quainted with Betty Crocker— 
through her radio show. He 
liked the program, found the hints 
helpful, and decided that he 
wanted her to announce his recipe 
to American women. 

Baker visited the company in 
Minneapolis and sold the idea to 
General Mills. To perfect a recipe 
that could be adopted for use in 
any kitchen, Irene Anderson of 
the Betty Crocker test kitchen 
staff spent 11 months in conduct- 
ing hush-hush experiments, and 
baked some 400 test cakes. She 
finally came up with a “foolproof” 
recipe, and General Mills will 
spend close to $500,000 to tell 


(Continued on Page 69) 


Carstairs Has 
Switched to Gag 
in Sales Contest 


New YorK—Noting the success 
of Mr., Mrs. and Miss Hush, not 
to mention the Walking Man (who 
some people think is anyone with 
holdings in the commodity mar- 
ket), Carstairs Bros. Distilling 
Company has started using the 
gag for a salesmen’s contest. 

Salesmen are asked to guess who 
“Mr. Shush” is, using clues like 
“He came into prominence the 
year of Tojo’s big mistake” and 
“Hart Schaffner and Marx have 
nothing on him.” Salesmen are 
asked to send in postcards, giving 
their names, addresses and tele- 
phone numbers, but not specify- 
ing their choice for Mr. Shush. 

At 1 p.m., March 7, three sales- 
men will be called by Gus Hook, 
Carstairs’ general sales manager. 
If none of the three guesses the 
answer, three will be called the 
next Sunday. The winner gets 
$100. 


a2 Savage AC ene a oe ir, |e MO fae aie bE oC iirc cn - Je RU ams 5 ee re URL I Wie aah Con ince webiia, SU en rT al Sie Rete ior uate Mimic "occa: Wa Y AVNER Eager Wane 2 cptatia "oe Thi Bit apace ALI APRA MP Me OU COON I i ML, elk hie 3 oC te ee a TEN ey ian. Sas onal kr ea ae Ra 
Set) SaaS OR ile: gua ene eo! S77 cence Sb eh. ROTM LS kg! Sas age Winey nian Ne Pear eie MNO MEA Oe U8 JANIE toed et Fe ee eee ioe, cr Yo ered Gan iy GM RST RAC aa Pe Bie OMe Se ke 
Oe So aan Meug ( te i Sart bes . Wee teas Re eae eel Syaee Na a arteg sete Ray. eee ee et we es Fe ae COS ak a ee oe a at ats ee Se par ume TS Soe ce is BO bas en PS ee eee Ae es She orem a 
Pee ia ate AEE Na aink a, mace eT aE A Re Ca ee ae ae ronan: Ny, 
¥ 2 ; Se ae oor ae ete Ne ie e roan ae = ie g e Be oe Seat eke ‘ om : a Se ‘ : ‘ y " Tae : per: i ar “ad tt, er 3 aes ‘ a ee: se ae ees - fs Pres, 
. C3 re 7 oe 
. ey ms k- 
es J Aes +” 
i ¢ e at é 2 : , 
‘ \ | “a ‘ ea : « Va - ; 
SS re | ES ee fg. eae | 
se ae Megics x¢8 
> yeh ome. Ce Oe 
x s , ae? f, ee 
oy ko ep ee on A as ce -” 5 ¥ 
Ag NS ALAN | cote 
Nat =a | % a a Bete pte 
yr 7 ‘agin: . <a fa waage es 
, 3 ~y * pot 
ie gs er»; ee y ay 
i Aa atta PES antec oe a A 
Whee you nced funds for some ee 
emergency of particular purpose, do you woo 5 ne 
der where your money has gone? Maybe i is ' 
g because you have spent 2 nickel here—a dime 
Pr oe o there—o quarter youden—widhowt goed een. ae 
ii pean rece he ame. #94 Pe Ns : 
| “ips ig A i i 
i ins fongers—vou will be surprised how quickly it 
ete 6 sooo by B. F. Goodrich! Lie 
ales you will enjoy saving too—regularly every pay wrest sk sureneninn. series i} ; 
at HH # day—a« this song, friendly bank. eee: se Fes ME ‘ 
iO teeveeers SERS ees _ 
AH 4 | See os. Gere ges 
poe & REPUBLIC | | S28 a 
pacimauaal’ NATIONAL BANK of DALLAS | PSR GSES RRCeedis | 
| yaG | { capers am wars snamane..\aneant im rm youne | a | 97 os aweeee | | 
| J ences Pamenas werent enous | | ars SS Bee 7 
. 7 
| 
a | 
eC - 
a ) 
ae 
| a : i 
ns 
’ 
% ‘ 9 i 
- 
: 
oe ——— ee _— 
a 
— Wy. 
| f 
| ee | 
— ee 
| a ee : 
| 
| i e—“CtisSCSCSCSCSCSCsés | 
; 
z 
ee | 
| a pa : 
| SCs 
os - | 
ae | 
| ee ’ 


+ 2 RR Cir ills etn lt Mi 


———————eo 


ppc 


Needham, Louis 
Starts Rating 
Ad Positions 


Cuicaco — Needham, Louis & 
Brorby has begun a _ systematic 
study of the position in which 
publishers place NL&B clients’ ads, 
and is telling the advertisers the 
results. 

The agency’s new service gives 
the client a continuing study of 
the positions his ads get in each 
publication in which they appear. 
The service goes beyond pointing 
out to advertisers instances of bad 
positioning. 

Here is how the NL&B media 
checking department does the job: 

A rating of up to 20 points is 
given for each ad placed. Five 
points are allowed for position of 
the ad in the publication, five 
points for placement on the page, 
five for facing or adjacent to edi- 
torial material and five for col- 
umns of editorial material on “the 


two-page spread in which the ad 
appears.” 

Full-page ads rate five points 
for page position. From the to- 
tal score, deductions are made for 
competing ads on the same or fac- 
ing pages. Where the competing ad 
dominates, 10 points are deducted 
for the competing ad on the same 
page and eight points if on the 
facing page. Where the NL&B 
client’s ad is larger, comparable 
deductions are five and four 
points. Sixteen or more points 
mean an excellent showing, 10 to 
15 good, seven to nine fair and 
six or under poor. 


Will Help Publishers 


The object is to see that all ad 
positions rate average or above. 
The agency points out this can 
hardly be checked without a con- 
tinuing history of ad position rat- 
ings on each campaign in each 
publication. Where positions fall 
below average, the matter will be 
drawn to the publisher’s attention. 

Otto Stadelman, vice-president 
in charge of the media department, 


points out that the system should 
end “storms over a single poor 
position where publications main- 
tain a good average,” as well as 
help publishers do a better job 
for advertisers. 


Heads Apex Sales 


Robert Hood Seltzer, formerly 
in charge of sales for two sub- 
sidiaries of Bristol-Myers Com- 
pany, New York, has been ap- 
pointed general sales manager of 
Apex Specialties Company, New 
York, maker of Apex Glare-Bar 
sun glasses. 


Senigo Joins ‘Times’ 

Mark E. Senigo, former pub- 
licity manager of the Bureau of 
Advertising, ANPA, New York, 
has joined the promotion depart- 
ment of the New York Times. 


Appoints Durstine 

Fashion Foundations Corpora- 
tion, New, York, has appointed 
Roy S. Durstine, New York, to 
handle advertising for women’s 
foundation garments. 


A born salesman! His very first words were [OWA Territory! 


Even a child knows you can’t miss where you sell 
a whole state through one newspaper! Yes, the 
Des Moines Sunday Register takes 67 % of Iowa's 


buyers and serves them up in 


one convenient 


package. It’s just like selling a single city—in 


fact, that’s the way to look at it, 
covered by the Des Moines Sunday Register does 
rank with America’s top 20 cities. And it’s all 
yours for a milline rate of $1.66! 


ABC Circulation March 31, 1947: 
Daily 365,559—Sunday 480,803 


for the market 


‘THE DES MOINES 
REGISTER anv [TRIBUNE 
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PACKAGES A STATEWIDE URBAN MARKET 
RANKING AMONG AMERICA’S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 


"Weeklies Haven't 
Guts fo Up Local 
Rates’: Mclntosh 


DaLLtas—Many weekly newspa- 
pers are “gouging on the national 
advertiser because they haven’t 
got the guts to raise the local 
rates,” said Alan C. McIntosh at 
the midwinter meeting of the 
Texas Press Association here. 

Mr. McIntosh, publisher of the 
Rock County Star-Herald, Lu- 
verne, Minn., and a member of the 
board of directors of the National 
Editorial Association, said he 
“cringed at the brutal way the 
weeklies are jacking up their na- 
tional rates.” 

In a plea for greater considera- 
tion for agencies on the part of 
weekly papers, he inquired: “Why 
should an agency fiddle around 
with weeklies and go through all 
that hell anyway? They could 
spot a $30,000 appropriation in 
one magazine and just have one 
insertion order, one bill and one 
proof to check. 


200 Late Tear Sheets’ 


“Or,” he continued, “they could 
spot it in 20 major dailies, instead 
of in 500 weeklies and have 200 
late tear sheets, late billings, 200 
poorly printed ads, indifferently 
handled.” 

On the other side of the fence, 
Irene Simms Reid, advertising di- 
rector of the News - Star - World, 
Monroe, La., asserted that “sheer 
lack of believers’ may eventually 
force some advertisers out of busi- 
ness as a result of repeated false 
promises. 

“Most business firms want us to 
buy their products, regardless of 
our reason for doing so. There- 
fore, if delusions and fantasies 
will lead us to buy their products, 
they will seek to preserve de- 
lusions and fantasies.” 


‘Will Stop at Nothing’ 


“The records of FTC,” she de- 
clared, “and the pages of any big 
national magazine will show you 
that most modern advertisers will 
stop at practically nothing. But 
the big point is that they imply 
specific promises . . . and most of 
these promises are never kept.” 

“Each successive disappoint- 
ment,” she declared, “serves to 
break down the mutual trust that 
makes business possible. Con- 
tinued to the extreme, it will even 
force the hapless advertiser out of 
business—not for lack of custom- 
ers, but for sheer lack of believ- 
ers.” 

The convention passed a resolu- 
tion condemning attempts of poli- 
ticians to obtain free advertising 
by virtue of their official positions. 
Members of the association agreed 
to make their advertising columns 
available to all candidates for 
public office—at current rates. 

The association also moved to 
“expose and fight free publicity 
and press agentry in the belief 
that such funds should be con- 
verted into paid advertising.” 


Maps Fish Promotion 


Davis Bros., Gloucester, Mass., 
packer of Coddies fish cakes, flaked 
fish, mackerel and mackerel fillets, 
has launched a weekly campaign 
in newspapers in 20 leading mar- 
kets coast to coast, with two in- 
sertions weekly and a double 
schedule during Lent. The copy 
will feature the trade character 
Deep Sea Dave. 


Orange Crush to R&R 


The Toronto office of Ruthrauff 
& Ryan has been appointed to di- 
rect the advertising of Orange 
Crush Ltd., Toronto. Forthcom- 
ing campaigns will feature Orange 
Crush, Kik Cola and Gurd’s gin- 
ger ale. 


BO YOU WANT THis 
POSTWAR PRICE EXPERIENCE? 
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ROLLER COASTER—Eggs, potatoes, 
milk and pork will ride the roller 
coaster of price fluctuations unless 
Congress passes legislation stabilizing 
prices, says this newspaper appeal for 
aid by the Farm Bureau, Circleville, O, 


‘Monitor’ Gives 
‘Greatest Story’ 
Full-Page Layout 


Boston — “The Greatest Story 
Ever Told,’ Goodyear’s broadcast 
series based on the life of Christ, 
recently was the subject of a full- 
page editorial feature in the 
Christian Science Monitor. 

Goodyear Tire & Rubber Com- 
pany, recipient of the 1947 pub- 
lic relations award of the Na- 
tional Public Relations Council, 
has been lauded for sponsoring 
the ABC program without insert- 
ing any commercial message. 

The Monitor’s story included 
letters of comment from listeners, 
an interview with Paul Weeks 
Litchfield, chairman of Good- 
year’s board, and an article by 
John K. Hough, advertising direc- 
tor of Goodyear, tracing the de- 
velopment of the program. 


Appoints Cayton 

Devoe & Raynolds Company, 
New York, has appointed Cayton, 
Inc., New York, to handle adver- 
tising for the Stores Merchandis- 
ing division. 


Clark Joins Four A’s 


Harold Walter Clark, Inc., Den- 
ver, has joined the American As- 
sociation of Advertising Agencies, 
New York. 


BUSINESS 
MIEN IN . 
ADVERTISING 


Proper plans for advertising 
rest on adequate knowledge 
of the client's policy, purpose, 
and profit. 


These determine what may 
be wisely invested; what may 
be judiciously attempted. 


Then practical creative 
thinking is combined with the 
artistic deal of “how to say it. 


This is best done by busi- 
ness men in advertising, 
aware that the client's success 
is based on taking in more 
than he pays out. 


IT DOESN’T PAY 
TO ADVERTISE ... 
unless you do it rightl 


JOHN MATHER LUPTON 
Co., Inc. eADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N. Y. 
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OMPANION HAS GREATER PENETRATION — It takes 
ore than showmanship to produce a sure, steady increase 
Nreaders who finish reading what they begin. In 1944, 73% 
{COMPANION readers who “read some,” read ail. This rose 
°75% in 1945—79% in 1946! Dynamic editorial direction 
"creases through-traffic in the COMPANION. 


ie 
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Fewer unnecessary operations 


... because women acted! 


SURGICAL ETHICS MUST BE RAISED — That 
was the overwhelming verdict of thousands 
of aroused women readers of recent COM- 
PANION article “Unnecessary Operations.” 
Requests for more than 76,000 reprints 
poured in from individuals and civic organi- 
zations who were determined to act. The 
drive for correction got still further impetus 


MORE YOUNG READERS —Competitor’s study shows 41% 
of COMPANION readers 34 years and under — the highest 
percentage of any women’s book. Study by a second compet- 
itor deals with reader gain, ages 15-29. COMPANION increase 
600,000 (1946 over 1944)—nearest book 400,000! Women at 
the height of their buying years read the COMPANION! 


WOMAN’S HOME COMP 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, 


Average Monthly Circulation More Than 3,700,000 


when leading newspapers throughout the 
country publicized the article in their news 
columns! J 


The COMPANION gets this kind of action- 
packed response month after month—thanks 
to its vital editorial content. In the women’s 
field it pays to keep your eye on the COM- 
PANION ... here’s dramatic proof of that! 


GOES WHERE MOST MONEY IS SPENT—to the choicest 
cut of America’s women magazine readers, living in the 
country’s wealthiest market areas. In the 24 states that lead 
the country in income (89.45% of total), and in retail sales 
(83.19%) ... the COMPANION has a greater circulation 
percentage than any service magazine. 


ANION 


PUBLIC SERVICE 
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Butler Honored 
by N.Y. Adclub 


New Yorx—Ralph Starr Butler, 
retiring vice-president of Gen- 
eral Foods Corporation, was 
awarded a plaque by the Adver- 
tising Club of New York in recog- 
nition of his services to advertis- 
ing. The citation noted that “con- 
sumers all over the world, his 
students and business associates 
are the fortunate beneficiaries of 


his inspiring achievements.” 

In reply, Mr. Butler said his 
work had been guided by two 
considerations: (1) A _ sort of 
golden rule, under which the con- 
suming public. was treated as the 
advertiser would like to be 
treated and “i that rule were 
preserved it would eliminate 
much of the criticism to which 
advertising is subjected,” and (2) 
“T have tried to apply common 
rules of integrity. .. I refuse to 
believe that the public’s taste and 


intellect is so low that they must 
be appealed to by the devices 
which bring advertising into dis- 
repute.” 

“I know of no ills in advertis- 
ing which could not be cured by 
the application of these two ideas,” 
he concluded. 


Creates New Division 
United States Steel Corporation 
of Delaware has established a 
market development division as a 
new unit of the sales department, 


Advertising Age, February 16, 1948 


effective March 1. R. J. Ritchey, 
manager of market development 
of Carnegie-Illinois Steel Corpora- 
tion, U. S. Steel subsidiary, has 
been named director of the new 
division. 


Promotes Beaudry Items 


Montreal Suspenders & Umbrel- 
las Ltd., through Walsh Advertis- 
ing, Montreal, has launched a new 
campaign in magazines and news- 
papers featuring Beaudry baby 
pants, crib sheets, bibs, etc. Trade 
publications also will be used. 


THE 


FOURTH LARGEST 


“original family” 


MAGAZINE AUDIENCE 


SATURDAY EVENING POST 
LADIES’ HOME JOURNAL . 


FARM JOURNAL... 


Daniel Starch Consumer Magazine 
Report—July, 1946-June, 1947 
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the judges are out there — 
that’s why these are the BIG 4. 


Karm Journal BIGGEST— in the country 


FARM JOURNAL, INC.., also publishers of PATHFINDER—AMERICA’S 2ND LARGEST NEWS MAGAZINE * GRAHAM PATTERSON, PRESIDENT 


Decision in ITU 


Injunction Case 
Due in 2 Weeks 


INDIANAPOLIS — Decision is ey. 
pected in about 10 days or tw 
weeks here in the government, 
injunction case against the Inter. 
national Typographical Union. 

Judge Luther M. Swygert hel 
the federal court hearing Monday 
and Tuesday on the NLRB’s sui 
for an order to restrain the ITy 
officers from “engaging in, order. 
ing, calling, advocating or coun. 
seling strikes”. or other disrup. 
tions in violation of the Taft. 
Hartley Act. 

The suit is against the interna. 
tional union and not against any 
locals. Efforts of the Chicago loca] 
as well as of the American News. 
paper Publishers Association, In. 
land Daily Press Association and 
Southern Newspaper Publisher; 
Association to intervene in the 
suit were stopped by Judge Swy- 
gert on the ground that their in. 
tervention would unduly broaden 
the issues. 

However, he gave them ani 
various AFL, CIO and independent 
unions the right to file briefs a; 
friends of the court. 


Would Affect Chicago Strike 


Counsel for the Chicago local 
argued that striking Chicago 
newspaper printers would be af- 
fected by a ruling against the ITU 
because the parent organization 
would be prevented from dis- 
pensing strike funds. 

This week, ITU member; 
throughout the nation vote o 
whether to give up 5% of thei 
wages to the ITU strike fund. Al 
present, the 88,000 members giv¢ 
one-half of 1% to the fund, out 
of which the 1,500 strikers in 
Chicago are receiving strike pay. 

The ITU has asked the cour 
to dismiss the suit on the ground 
the court has no jurisdiction under 
the National Labor Relations Act 
to make a final decision on any 
facts in the case. The union wa: 
given until today (Feb. 16) to file 
answer to the original petition for 
injunction. The union is expected 
to appeal from an order of the 
court denying the ITU plea fo 
dismissal. 

In Chicago, several commercial 
shops reported their compositor: 
had stopped setting type for ads 
to run in the six Chicago news- 
papers, which have printed photo- 
engraved editions for nearly three 
months. In a few other plants, 
slowdowns are reported to have 
begun last midweek. 


Five Judges Named 
for Erma Proetz Award 


The Women’s Advertising Clu) 
of St. Louis, sponsor of the Erma 
Proetz Award, has appointed the 
following judges for the fourth 
annual competition, which clos¢s 
April 10: 

F. B. Ryan Jr., president ° 
Ruthrauff & Ryan, New York; Mr. 
Ella B. Myers, director of adver 
tising, General Foods Corpor 
tion, New York; Mrs. Bj Kidé, 
vice-president of Lewis & Gilmal, 
Philadelphia; Walter Weir, pres 
dent of Walter Weir, Inc., New 
York, and Fred F. Rowden, 34 
vertising manager, St. Louis Post 
Dispatch. 


Goodman Joins Y&R 


Trevor Goodman, formerly 
the sales staff of Ashdown Jon 
son Ltd., Toronto, artist and ©” 
graver, has joined the Toronto 0f- 
fice of Young & Rubicam. 


CFCN Appoints Hunt _ 

John N. Hunt has been appoin'e@ 
station representative of Station 
CFCN, Calgary, for the Pacii¢ 
Coast area in Canada. 
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Up these stairs 


flash THE PRETTIEST LEGS 
in the world 


Through MASS DISTRIBUTION 


the ‘“‘subway trade” now 
has luxuries which only the 
“carriage trade” once knew. 


In this land—and only in this land—Judy 
O'Grady and the Colonel’s Lady are sisters not 
only under the skin, but next to it. 

Here; for the first time in history, we have 
achieved an “economic democracy” in which 
“silk” stockings—and lingerie—are an inalien- 
able right of every man’s wife and daughter. 

What caused this second American Revolu- 
tion—of which silk stockinged masses are only 
one tangible symbol? 

Millions spent on scientific research? Yes. 

A special genius for mass production? Yes. 

But even more, a vision of mass distribution 
held by our merchants, salesmen, and advertis- 
ing men—without whose dreams patents lan- 


guish, and the huge machines of industry cease 
turning. 


A NEW KIND OF POWER 


it is no accident that this country, which has 
the most widely spread high standard of living, 
has also the most pervasive means of mass com- 
munication, called Advertising. 


We are just beginning to realize its full power 
‘o enlighten and inspire the people. To make 


possible an America even greater than ever before. 

For in the American development of the 
techniques of advertising, and in the penetration 
of the mediums of advertising into every Ameri- 
can home, we possess, in fact, a yet-unrealized 
social force. 


THE SOCIAL FORCE OF ONE MAGAZINE 


Consider, for example, the phenomenon of one 
magazine, so edited that it engages the interest 
of the people in 9,357,277 homes, and therefore 
rightly bears the title of The American Weekly. 

Consider how advertising, given such a cir- 
culation, delivers its message not only into every 
type of American home, but to enough of them 
in any given community to make the mass 
movement and mass demand which makes mass 
production possible. 

Consider the relatively low costs at which 
such messages can be delivered . . . as illustrated 
by the figures 


at the right for 1948 — (Latest Announced Rates) 
reaching 1,000 = The American Weekly . $2.14 
homes withome Life .......... 4.57 
4-color adver- The Saturday Evening Post 4.03 

eee 


tising page in 
each of the four 
leading weekly magazines. 


Is it any wonder that, with such a low-cost 
means of communication available, American 
business, American experts in mass distribution, 
have been able to spread the products of Ameri- 
can mass production to so many people? 
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American Cranberry Exchange 
American Home Products Corp. 
American Safety Razor Corp. 
Anheuser-Busch Inc. 

Armour & Co. 

Aviation Corp. .. Crosley Division 
Bendix Home Appliances, Inc. 
The Best Foods, Inc. 

The Bon Ami Co. 

Book of the Month Club, Inc. 
The Borden Co. 

Bristol-Meyers Co. 

Bulova Watch Co. 

Burnham & Merrill Corp. 
California Walnut Growers’ Assn. 
California Fruit Growers Exchange 
California Packing Corp. 
Campana Sales Co. 

Chrysler Corp. 
Colgate-Palmolive-Peet Co. 

The Cream of Wheat Corp. 

The Cudahy Packing Co. 
Doubleday & Co., Inc. 

The Electric Auto-Lite Co. 

Elgin National Watch Co. 
Emerson Drug Co. 


Emerson Radio & Phonograph Corp. 


Eversharp, Inc. 

Fiction Book Club 

Florida Citrus Commission 
General Electric Co. 
General Foods Corp. 
General Mills, Inc. 

General Motors Corp. 
Gerber Products Co. 

John Hancock Mutual Life Ins. Co. 
H. J. Heinz Co. 

The Andrew Jergens Co. 
Johnson & Johnson 

5. C. Johnson & Son, Inc. 
Kaiser-Frazer Corp. 

Kraft Foods Co. 

Jacques Kreisler Mfg. Corp. 
Lambert Pharmacal Co. 
Lamont, Corliss & Co. 

Lever Bros. Co. 
Libby-McNeill & Libby 
Liggett & Myers Tobacco Co. 


THE 


Greatest 
Circulation 


in the World 


The SOCIAL REGISTER of 
AMERICAN BUSINESS 


A PARTIAL LIST OF IMPORTANT ADVERTISERS IN 
THE AMERICAN WEEKLY DURING 1947 


Thomas J. Lipton, Inc. 

Mars, Inc. 

The Mennen Co. 

Minnesota Valley Canning Co. 
Motorola Company 

National Assn. of Margarine Mfrs. 
National Biscuit Co. 

National Pressure Cooker Co. 
Nestle’s Milk Products, Inc. 
Owens-Illinois Glass Co. 
Pabst Sales Co. 

The Parker Pen Co. 

Park & Tilford 

Pepsi-Cola Co. 

Pillsbury Mills, Inc. 

Planters Nut & Chocolate Co. 
Pressed Steel Car Co., Inc. 
Procter & Gamble Co. 

The Quaker Oats Co. 

Ralston Purina Co. 

RKO Radio Pictures, Inc. 
Schenley Distillers Corp. 

W. A. Sheaffer Pen Co. 
Sherwin-Williams Co., The 

The Simoniz Co. 

Simmons Co. 

Smith Brothers 

The Sparks-Withington Co. 
E.R. Squibb & Sons 

Sterling Drug, Inc. 

Sunshine Biscuit, Inc. 

Swift & Co. 

Sylvania Electric Products, Inc. 
Thor Corp. 

Tide Water Associated Oil Co. 
Twentieth Century-Fox Film Corp. 
Union Pacific Railroad 

United Fruit Co. 

Van Camp Sea Foods Co., Inc. 
The Wander Co. 

L. E. Waterman Co. 

Welsh Co. 

Western Electric Co. 
Westinghouse Electric Corp. 

F. A. Whitney Carriage Co. 
Willys-Overland Motors, Inc. 
William H. Wise & Co., Inc. 
W. F. Young, Inc. 


MERICAN 
\VEEKLY 


A Hearst Publication 
MAIN OFFICE: 63 VESEY ST., NEW YORK 7, N. Y. 
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Names Wagenseil 


Hugo Wagenseil & Associates, 
Dayton, has been retained as ad- 
vertising, public relations and sales 
promotion counsel of the Lowe 
Brothers Paint Company. News- 
papers and trade and industrial 
publications will be used. The 
agency also will assist in devel- 
oping merchandising and adver- 
tising programs for the retail out- 
lets owned by Lowe. 
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Treasury to Start 
Intensive Bond 


Drive in April 


Ad Plans, Slogan 
Set for All-Out 
National Effort 


*|| Wasxuitncton — Treasury’s bond 


|selling staff last week told how 
it hopes to put over a “security 
loan” drive against inflation this 
April with all the trappings of a 
wartime bond drive. 

Though vastly reduced in num- 
| bers, the sales staff is drawing on 


|its accumulated “know how” and 


} | its established contacts with media 


and advertisers for intensive pro- 
|motion at the local and national 
levels. 


For several weeks, Treasury’s 
advertising director, Elihu Harris, 
has been conferring with half a 
dozen Advertising Council task 
force agencies working on the ac- 
count. 


Ad Plans Ready 


When President Truman and 
Treasury Secretary John Snyder 
announced the drive last week, 
the sales organization was ready 
with advertising plans, including 
a security loan symbol and a 
slogan, “America’s Security Is 
Your Security.” 

Treasury’s biggest problem is 
the recruiting of the vast army 
of volunteers needed to “knock on 
doors” at the local level. 

Vernon I. Clark, business man 
who heads up the savings drive, 
is confident that he can reassemble 
a sales staff approaching the 6,- 
000,000 enrolled during the war. 

Clark, himself a full-time vol- 
unteer, has kept the professional 
staff on its toes despite the cur- 


tailed activities. In 1947 he sur- 


prised everyone by selling eight 
billion in bonds, nearly double 
Treasury’s hopes. 


Double Purpose 


Secretary Snyder says the “se- 
curity loan” has two purposes: to 
get people back into the habit of 
saving, and to “fight inflation.” 

Furchase of bonds gives in- 
dividuals a backlog for security, 
he points out. Moreover it enables 
the government to pay off bank 
held debt, and reduce the poten- 
tial amount of inflationary credit 
which banks may create. 

Promotions are under the super- 
vision of Louis Carow Jr. Harris 
specializes in advertising contacts. 
Special promotions and public re- 
lations come under Jake Moge- 
lever. 

Ace in the hole for the “security 
drive” is a special “President’s re- 
tail committee” being organized 
with the assistance of the NRDGA. 

About 75 of the nation’s top re- 
tailers are to meet at the White 
House March 10 to map the re- 


Your commercial 


if not produced 


Organization, can receive wide the- 
atrical distribution when edited by Max Fleischer. 


Max Fleischer’s exceptional sense of audience reaction 
and his practical knowledge of theatrical merchandise 


assures wide distribution. This service is offered 


exclusively by 


JAM HANDY 


motion pictures even 
by The Jam Handy 


Oger, 


VISUALIZATIONS ° 


SLIDEFILMS 


INDUSTRIAL MOTION PICTURES 
TRAINING ASSISTANCE 


“POPEYE” and “OLIVE OYL” copyrighted by King Features Syndicate. 


NEW YORK e 


WASHINGTON °« 


PITTSBURGH ° 


DETROIT e 


DAYTON * CHICAGO 


r ——— 
* LOS ANGELES 


Advertising Age, February 16, 1948 


LOOK-ALIKE—This is one of the new 

series Electric Auto-Lite Co., Toledo, 

started this month in national maga. 

zines and trade publications. The series 

will feature both spark plugs and bat. 
teries. 


tailer’s role in the drive, which. 
from NRDGA forecasts, is going 
to be a big job. To assist them, 
the Advertising Council is assign- 
ing Grey Advertising Agency with 
a view toward preparing speciai 
retailer advertising, including ; 
special retailer symbol, and special! 
drive slogan. 

Treasury is also organizing 3 
special committee of newspaper 
advertising men in cooperation 
with the Newspaper Advertising 
Executives Association. Its pro- 
motions include special sequence: 
in leading comic strips, arranged 
|in cooperation with comic stri| 
artists. 

Secretary Snyder said area sales 
quotas will be determined next 
month, but it is understood tha: 
the Treasury would like to sel! 
three billion in bonds during the 
three-month bond drive period. 


Confident of Success 


Treasury is confident that de- 
spite high living costs there are 
‘millions of citizens who will buy 
bonds if approached. Mr. Clark 
says studies show that about hal! 
the persons employed in a plant 
where payroll savings plans exis‘ 
sign up, and buy. 

Agencies working on “security 
loan” copy include Young & Rubi- 
cam (newspaper and genera! 
magazine); Grey Agency (retail); 
Schwab & Beatty (campaign fold- 
ers); J. Walter Thompson (farm 
publications); G. M. Basford (in- 
dustrial publications); Albert 
ae Law (financial 


publications). 

Treasury continues to get 1,200 
|pages monthly in general maga- 
zines under the public service 
campaigns of the National Asso- 
ciation of Magazine Publishers. |! 
also gets space in farm publica- 
tions, business papers, financial 
and retailer publications. 

Its transcribed “Guest Star’ is 
used on 1,850 radio stations, an¢ 
it gets 17 half hours weekly on 
the four networks. Special radi 
outdoor and card promotions art 
available through the facilities 
open to the Advertising Council. 

In addition to special ads b’ 
the retailers its portfolio will in- 
clude 13 ads for use in news: 
papers. 


Burbach Joins Federal 

George M. Burbach Jr., for- 
|} merly with McCann-Erickson an¢ 
| NBC, has joined Federal Ad 
| vertising Agency, New York, 4 
| assistant radio director. He suc- 
| ceeds Ben Potts, who has re 
| signed. Mr. Burbach is the so” 
|of George Burbach, general man- 
|ager of KSD and KSD-TV, > 
| Louis. 


‘Hayhurst Names Three 

| F. H. Chisholm, formerly 

|charge of the Oakville office | 
|Ardiel Advertising Agency, | 
| joined the Toronto office of F. ! 
| Hayhurst Company as an accoun 
| executive. The Hayhurst agency 
has named J. B. Hardy and E. W 
Stone assistant account executives. 
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OUT-OF-DATE 
SHOW 

THE WRONG 
PICTURE! 


Be sure you have today’s 


pecia ‘ : . S. | : F 2. 
ce facts and figures on Philadelphia... <<.” 
rai America’s 3rd Market! 

S pro- 

juences 


ranged For a clear sight into today’s marketing scene, 
e ostriy 


make sure you have latest statistics. In 


: ome Philadelphia, such data focuses on THE INQUIRER. 


r re First in advertising and leading in 
O sel 


ing the PRODUCTIVITY for advertisers. 


riod. 


iat de- 
re are 
ill buy 

Clark 
ut hal! 
2 plant 
iS exis! 


ecurity 
¢ Rubi- 
nera! 
retail); 
n fold- 
(farm 
ee THE PHILADELPHIA INQUIRER in 1947 carried more 


nancial 


Fe than 28 million lines of advertising—largest volume ever 


maga- 
service 
| Asso- 
hers. I! NOW IN ITS 15TH YEAR OF ADVERTISING LEADERSHIP 


ublica- 


nancial IN PHILADELPHIA 


published by any Philadelphia Newspaper at any time. 


star” is 
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news: 


Che Philadelphia Pnguirer 


f F. | ’ Exclusive Advertising Representatives 
age! 3 T. W. LORD, Empire State Building, N. Y. C. ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
cutives. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco 
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Offers Buying Guide 

A new service planned to make 
buying easier for bakers is being 
offered by Bakers Weekly, New 
York. The new service is the 
annual “Baking Industry Buyers’ 
Guide-Catalog,” the first of which 
will be the 1948-49 edition. The 
book contains complete listings 
of bakers’ equipment, ingredients 
and services, with the names and 
addresses of manufacturers who 
supply them. 


EVYROPE 


American Advertisers and Advertis- 
ing Agents will find BELGIUM a 
suitable market in which to test 
EUROPE and, from there expand 
over the whole CONTINENT. 

This will be especially so, if they 
choose as their contact 


THE VAN YPERSELE 


AGENCY, 73 Rue Royale, BRUSSELS, 
as their advisors in this 


. ir 
|» PROSPEROUS MARKET 


Asks Inland Press 
to Boost Research 
on Chain Markets 


Cuicaco—Newspapers can and 
must aid chain stores to improve 
the effectiveness of their adver- 
tising, since newspaper shares of 
the department store dollar are 
steadily declining, John Giesen, 
director of the retail division, Bu- 
reau of Advertising, told the In- 
land Daily. Press Association at 
its annual convention here last 
week. 

Citing the decline in the per- 
centage of the department. store 
advertising dollar invested in 
newspapers since 1939, Mr. Giesen 
outlined the growing importance 
of chains as newspaper adver- 
tisers. 


To Study Chain Markets 


Mr. Giesen’s address followed 
an appeal from Alfred B. Stanford, 
director of the ANPA bureau, for 


an expansion of the retail divi- 
sion “to project it actively into the 
over-all development of chain 
store newspaper advertising.” 

Mr. Giesen estimated that re- 
gional and national chains now 
account for 20-50% of all retail 
linage, and will probably use 
more as the newsprint situation 
eases. To assure that this in- 
crease in linage is accompanied 
by a rise in the productivity from 
ad expenditures, he suggested “al- 
locating a profitable cost of ad- 
vertising in per cent to sales—for 
chain and independent alike.” 

As soon as the governing board 
of the Bureau of Advertising ap- 
proves the program, intensive re- 
search on chain markets will be 
activated. 

At Inland’s local advertising 
clinic, it was noted that local ad 
rates were up an average of 12%, 
national newspaper ad rates up 
13% and classified up an average 
vf 17% for a selected group of 
more than 500 newspapers. 

The first annual University of 


Minnesota School of Journalism 
awards for service to journalism 
were presented to Emanuel P. 
Adler, publisher of the Democrat 
and Times, Davenport, Ia., and 
H. F. Bailey, who represented the 
publisher of the Telegram, Adrian, 
Mich. 


KLAS to Avery-Knodel; 
Station Adds to Staff 


Avery-Knodel, Inc., has been ap- 
pointed exclusive national repre- 
sentative of Station KLAS, Las 
Vegas, new CBS affiliate scheduled 
to go on the air before March 1. 

KLAS has named Barney Fitz- 
patrick program director. Other 
new station appointments are: 
Fred Stoye, formerly with KSDJ, 
San Diego, sales manager, and 
Cynthia Blood, director of wom- 
en’s features. 


Changes to a Daily 


The Herald-American, Compton, 
Cal., has been changed from a 
weekly to a six-day daily. George 
D. Close, Inc., has been named 
national representative. 


McCandlish AWARDS for 1948 


MCCANDLISH LITHOGRAPH CORPORATION 


offers $5000. in PRIZES 


for the BEST POSTER DESIGNS FEATURING THE SUBJECT: 
AMERICA, THE LAND OF FREEDOM AND OPPORTUNITY 


RULES COVERING McCANDLISH AWARDS FOR 1948 
FOR ARTIST GROUP 


ss 


. Any American artist or art student shall be eligible for this contest. 


Advertising Age, February 16, 1943 


THE NEW COMFORT AND 
DRIVING EASE IN TIRES 
IS A U.S. RUBBER 
DEVELOPMENT 


O@zzs | 


US.ROYA 


UNITED STATES RUBBER COMPANY - Staving THeROuEH SCitace 


AIR RIDE—One of the 250 introductory 

newspaper advertisements for U. S, 

Rubber Company's new Royal Air Ride 

tires is this copy stressing comfort and 
driving ease. 


Northwest Airlines 
Will Rebate If Its 
Planes Are Late 


St. Paut — Northwest Airlines 
said last week it would institute 
a plan under which it will rebate 
5% of fare to passengers if one 
of its planes is a half-hour late— 
if the Civil Aeronautics Bureau 
approves. 

It is the first time any such plan 
has been introduced by an airline, 
although railroads have used a 
similar idea. 

The most famous of these plans 
was that employed by the New 
York Central Railroad, which for 
many years prior to 1932 (when 
the Interstate Commerce Commis- 
sion told them to discontinue the 
practice) charged an extra fare 


. The four cash prizes shall be awarded for the four Bt chose austere designs which 


in the opinion of the judges, shall best advertise — ERICA, The Land o 
Freedom and Opportunity.” Also, a Certificate of Merit shall be awarded to 
each contestant whose entry is judged worthy of HONORABLE MENTION by 
the judges. The Contest Subject is: 


AMERICA, THE LAND OF FREEDOM 
AND OPPORTUNITY 


3. The four cash prizes shall be: 
Ge TPR Sees $2500.00 
Se et el 1000.00 
EES, cob v.allies in av des 500.00 
ES ee ee 250.00 


. Each poster design entered in the contest must be an original design not previ- 


ously used in 24-sheet poster advertising. 


. Any artist may enter as many designs as he desires but one artist may win only one 


cash prize. owever, a contestant may win a cash prize on one entry and an 
HONORABLE MENTION Certificate of Merit on another entry. 


The decision of the judges in selecting the four cash prize winning designs, in 


rating them first, second, third and fourth, and in selecting the entries to 
awarded HONORABLE MENTION, shall be final and subject to no appeal. 


. The prize funds have been placed in escrow in the National Bank of Germantown 


& Trust Company, in Philadelphia, Pennsylvania, pending the decision of the judges 
and the awarding of the prizes to the successful contestants. 


. The four cash prize winning designs become the property of McCandlish Litho- 


graph Corporation, Philadelphia, Pennsylvania, to use at its discretion. 


9. Any of the designs submitted in the contest and not selected as cash prize winners 


10. 


11. 


12. 


13. 


may be purchased by the McCandlish Lithograph Corporation within eight months 

of the terminating date of the contest, April 6, 1948, for an amount not to exceed 

that of the third cash prize. The exact amount of the purchase price shall be de- 

termined by negotiation between the artist and the McCandlish Lithograph 
orporation. 


The McCandlish Lithograph Corporation accepts no responsibility for damage 
to or loss of any design either while in transit or while it is in the Corporation's 
possession. 


The McCandlish Lithograph Corporation reserves the right to hold all designs 
entered in the contest for a period of at least eight months after the termination 
of the contest for the purpose of exhibiting them. 


Because of the shortage of packing materials, it is requested that a contestant 
does not ask for the return of his entry or entries unless he has a very particular 
need for them. However, should a contestant feel that the return of his entry or 
entries is absolutely essential, the McCandlish Lithograph Corporation will, after 
the eight months showing period has elapsed, pack such entry or entries carefully 
and ship them, at its convenience, transportation charges collect to the contestant. 
To have an entry or entries returned, a contestant must request the return of his 
entry or entries on the reverse of each of his entries. Any time after April 6, 1949, 
designs entered in this contest whose return to the contestant has not been re- 
quested, may be destroyed at the option of the McCandlish Lithograph Corporation. 


Each contestant, even if his usual signature appears on the face of his design or 
designs, shall clearly print on the reverse side of his design or designs, his name 
and complete address. During the period of judging, all artists’ signatures on the 
faces of the designs shall be covered so that all possibility of influences shall 
be eliminated. 


14. A design to be eligible for this contest must be in the offices of the McCandlish 


15. 


Lithograph Corporation, Roberts Avenue and Stokley Street, Philadelphia 29, 
Pennsylvania, not later than five P.M., April 6, 1948. 


The fact that a contestant has entered a design or designs in this contest is to 


be considered as complete evidence that he has read the rules carefully and is 
willing to abide by them. 


In addition, $750 in Cash Prizes offered for Secondary School Student Group 
TOTAL PRIZE AWARDS $5000. 


CONTEST ENDORSED BY: 


Advertising Federation of America 
American Heritage Foundation 
Associated American Artists 

National Association of Manufacturers 
National Federation of Sales Executives 


Outdoor Advertising Incorporated 


yuey or 


AWARD S§S 


THOMAS D'ARCY BROPHY President, American Heritage Foundation 
TOM C. CLARK 
ALLAN R. FREELON 
HOLCOMBE PARKES 
NORMAN ROCKWELL 
MARK B. SEELEN 
FRANKLIN WATKINS 


Attorney General of the United States 


Special Assistant Fine & Industrial Arts School District 
of Philadelphia 


Vice President & Director of Public Relations National 
Association of Manufacturers 

Artist 

General Art Director, Outdoor Advertising, Inc. 


Artist 


TO ADVERTISERS AND 
ADVERTISING AGENTS 


IMPORTANT: 


Be a friend to your artist-friends by calling their attention to 
this opportunity. 


A standard 24-sheet poster is 19 feet 6 inches by 8 feet 8 inches. It is sug- 


gested that you make your design 36 inches by 16 inches. Write for folder giving full details. 
McCandlish Lithograph Corporation, Roberts Avenue and Stokley Street, Philadelphia, Pa. 


for the Century, and rebated a 
dollar for each hour it ran late. 

Northwest’s president, Croil 
Hunter, said: “The public pays 
for fast service whenever it buys 
an airplane ticket, and it is en- 
titled to such service. There have 
been delays which can and will 
be avoided.” 


May Start Next Month 


Mr. Hunter said: (1) The re- 
bate will be given without regard 
to length of flight; (2) when 
flights are canceled short of des- 
tination, passengers will get a 5% 
rebate on the entire fare, as well 
as the refund of unused transpor- 
tation, and (3) the stewardess 
will make out checks for refunds 
and give them to the passengers 
when they disembark. He pointed 
out that, if a passenger has a long- 
flight ticket and his trip is can- 
celed with only a small portion 
completed, the refund might cover 
the entire cost of his trip. 

The airline plans no advertising 
on the subject until it has re- 
ceived CAB approval, but it says 
it hopes to have the refund oper- 
ative by March 15. 


Potter Shows New 
Audience Meter to BMB 


Broadcast Measurement Bureau, 
which prides itself on having an 
open mind on radio research, last 
week watched the Potter Instru- 
ment Company demonstrate its 
new Radio Audience Meter in 
New York. 

Inventor John Potter explained 
the workirmgs of his meter, which 
detects the local oscillator fre- 
quency of a radio receiver through 
a small plate placed inside the 
set, to BMB’s technical committee. 
Asserting that his device will fur- 
nish essentially the same infor- 
mation as a Nielsen Audimeter, 
| he claimed for it the advantages 
|of simplicity, accuracy and mod- 
| erate cost. 
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Fairchild 


Fairchild Business Papers print more than 23,000,000 
copies a year that are bought and paid for. It's a bigger 
operation than 90 percent of the nation's individual 
newspapers on the city-and-syburban circuit. 


Fairchild readership is nation-wide — so the mails carry 
the bulk of these papers . . . less than 4 percent are 
sold on newsstands. And 60 percent of Fairchild sub- 
scribers are actually reached on the date of publication 
— just because our Mail Room specializes in clock-work 
that keeps a jump ahead of train schedules. 


The Mail Room rolls in high gear with the presses—even 
with peak loads such as a 325-page edition of 
Women's Wear Daily or a 364-page market edition of 


WOMEN’S WEAR DAILY DAILY NEWS RECORD RETAILING HOME FURNISHINGS 


Fairchild Business Papers 
: — Serving Big Business with 

| a Faster News Tempo... The 
new Fairchild Building adds 
125,000 feet of space to 

our publishing plant — 

E equips us for a better job 

of reader service. 


Rae 
RIS Se 3 


makes the mails — by clock-work 


Retailing Home Furnishings. It individualizes each paper 
with the subscriber's stickered name and address. With 
pre-packaging precision, it loads the mail bags for 
bulk shipment... it zones, routes and readies an edition 
for time-saving short-cuts and preferred newspaper 
handling by the Postal Service. 


From Mail Room by truck to railway terminal shutes 
that lead into waiting mail cars, it's a matter of 
fleeting minutes. 


Fairchild publishing matches high speed newspaper 
format with a fast distribution tempo worth every 
bit it costs — because it means better service for 
business readers. 


FAIRCHILD PUBLICATIONS 


8 East 13th Street, New York 3, N. Y. * Phone ORchard 4-5000 
Covering the Textile, Apparel, Home Furnishings and related industries 
MEMBER AUDIT BUREAU OF CIRCULATION 


MEN'S WEAR FOOTWEAR NEWS - FAIRCHILD BLUE BOOK DIRECTORIES 
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G-E X-Ray Names Bemis 


Erwin E. Bemis has been named 
manager of employe and public 
relations of General Electric X- 
Ray Corporation, Milwaukee. He 
also will edit the “GEXCO News,” 
an employe publication. 


Bauer & Black Ups Two 


D. W. Stickney, formerly district 
manager in St. Louis, has been 


manager of Bauer & Black, Chi- 
cago. J. B. Dixon, territorial 
salesman, has been appointed to 
replace Mr. Stickney as St. Louis 
district manager. 


ABP Adds Two 

Modern Plastics and Modern 
Packaging, published by C. A. 
Breskin, have joined the Asso- 
ciated Business Papers, New York, 
bringing the membership total to 


named eastern hospital district: 135 business papers. 


«yor ? 


INDUSTRIAL STAGECRAFT 
DESIGNERS & PRODUCERS 
POSTERS, 


SILKSCREEN )counres CONVENTION aa 8 oe we 
PRINTING )winoow” 


DISPLAYS. 
PHONE FRA. 4260 = 3 DIMENSIONS — 180 W. RANDOLPH ST., CHICAGO, ILL 


@ Produced by Expert 
Craftsmen 

@ Instafied on Time 
Anywhere 


DISPLAYS 


Same 3 Papers 
Lead ‘First 50’ 
Report for 1947 


‘Chicago Tribune’ 
'N. Y. Times’ and 


New YorK—tThe Chicago 
une, New York Times and 


one-two-three leadership in 


Media Records’ annual 


‘Baltimore Sun' Tops 


Trib- 
Balti- 


more Sun last year repeated their 


news- 


paper total advertising linage. 


“First 


50” report puts the Tribune at the 
top with 37,545,637 lines — 14% 
over its 32,851,982 the previous 
year and 81% ahead of the 20,- 
768,000 lines it carried in 1940 
(when it ranked third among all 
U. S. newspapers). The Tribune 
ranked third in 1939 and 1940, 
fourth in 1941, fifth in 1942, sec- 
ond in 1943, first in 1944 and sec- 
ond (to the Milwaukee Journal) 
in 1945. 

The New York Times last year 
carried 33,056,210 lines, which 
again put it in second place among 
six and seven-day papers. Its 
linage was 16% greater than the 
28,501,491 it carried as second- 


place paper in 1946. The Times 


ranked fifth in 1945, but had been 
second from 1939 to 1941. 
The Baltimore Sun was third 


HEN YOU PAY almost double the 

1939 price for a ton of coal, 
you're still only getting 2,000 pounds 
of coal. No matter how you burn it, 
you won’t average more than 12,500 
b.t.u.’s per pound—same as in 1939. 
And that goes for almost everything 
else that has gone up in price—you're 
paying more today, but you get no 
compensating increase in value. 


Compare the cost of your advertising on 
the same basis, and what do you find? 


Even with the increase in rates, your 
advertising dollar, in business papers, 
actually buys more today—not less— 
than in 1939. And in most eases, it’s 
much, much more. 


In every industry, in every field servea 


This ad first appeared in September, 1947. It applies with even greater force today! . 


by ABP publications, the actual unit 
sales in these markets, the purchasing 
power, the dollar volume—all aremuch 
greater than in 1939. That means that 
your business paper advertising is not 
only covering a broader area, but a 
much more fertile one. 


Example: there are 48,000 more manu- 
facturing firms today—large, medium- 
size and small —than were in opera- 
tion pre-war, and almost half again 
as many employees. There are more 
jobbers by the thousands, more 
wholesalers, more dealers in every 
field. And our gross national product, 
according to government reports, is 


119% above the 1939 level. 
As Alfred M. Staehle analysed it, before 


the N.I.A.A. convention in Milwaukee, 
advertisers in ten major industries to- 
day are paying from 13% to 58% less for 
their advertising than they paid in 1939! 


Space rates, naturally, have increased 
with circulation gains. But the biggest 
gain belongs to the advertiser who 
understands how to use business paper 
space effectively in thesé tremendously 
expanded markets. 


And that’s where ABP can help. If 
you haven’t seen our latest literature 
on advertising results, we'll be glad 
to send you free copies — together 
with reprints of this ad (for the bene- 
fit of those friends of yours who still 
grumble about “‘the high cost of 
advertising’). 


THE ASSOCIATED BUSINESS PAPERS 
205 East 42nd Street, New York 17, N.Y. 


ABP’s BUSINESS IS TO BOOST YOUR BUSINESS 


Advertising Age, February 


with 32,864,097 lines, an 18% gain 
for the year. It had been in sixth 
and seventh places during the war. 

The Dallas’ Times - Heralg 
jumped its linage 24%, from 24, 
708,771 to 30,612,564, to move from 
eighth to fourth position among 
the top 50 newspapers. It replaceg 
the Detroit News, which moveg 
down one notch as it gained 104, 
from 27,181,029 to 30,253,848 lines. 
The News had ranked first in the 
U. S. in 1943. 

In sixth place was the Wash. 
ington Star, the perennial leader 
up to 1942. Last year the Star 
carried 30,087,073 lines, up 15% 
from 26,240,431 in 1946 when it 
was fifth in total advertising. 


Other ‘Tribune’ Firsts 


The Chicago Tribune also was 
first in total advertising (with 
22,654,762 lines) among all morn- 
ing weekday dailies; fourth ip 
weekday retail linage; second in 
Sunday retail linage; first in 
weekday general (national) linage 
and third in Sunday § general 
linage; 19th weekdays and 37th 
Sundays in automotive linage: 
eighth weekdays and second Sun- 
days in financial linage; second 
both weekdays and Sundays in 
display advertising; first week- 
days and third Sundays in classi- 
fied, and second on weekdays and 
sixth Sundays in department store 
linage. 

Second-ranking morning news- 
paper in total linage was the 
Miami Herald, with 19,405,195. 
The New York News was third 
with 18,444,423 lines (including 
about 4,000,000 split run). 

The Dallas Times-Herald led 
weekday evening papers in total 
linage, carrying 22,418,469, against 
the Baltimore Sun’s_ 21,974,640 
and the Washington Star’s 21,- 
878,657 lines. 


‘General’ Leaders Listed 


In the general advertising classi- 
fication, the Tribune’s 3,655,925 
lines barely nosed out the New 
York Times’ 3,625,116 lines in the 
weekday morning group. The 
Chicago Daily News and Boston 
Traveler, evening dailies, carried 
the most general linage on week- 
days, however. The News had 
3,743,555 and the Traveler 3,- 
503,360. 

The New York Times, among 
Sunday papers, carried by far the 
greatest amount of general ad- 
vertising. Its 4,332,958 lines were 
17% up from 1946 and farther 
ahead of the New York Herald 
Tribune, second in this category 
again last year. The latter had 
3,122,200° lines, up very slightly 
from 1946. 


Others Ranked 


Media Records’ report gives the 
following ranking and linage for 
other papers in the six and seven- 
day total advertising group: 

7. New York News, 29,410,538 
lines (including 6,261,673 split 
run). 

8. Milwaukee Journal, 29,078,- 
566. 

9. Philadelphia Inquirer, 28,- 
274,749. 

10. New Orleans Times-Pica- 
yune and States, 27,488,587. 

11. Miami Herald, 27,416,095. 

12. Houston Chronicle, 27,335,- 
263. 

13. Minneapolis Star and Trib- 
une, 26,282,394. 

14. Indianapolis Star, 25,984, 
400. 

15. St. Louis Post-Dispatch, 25,- 
699,386. 

“16. Dallas News, 25,300,090. 

17. Philadelphia Bulletin, 24, 
227,681. 

18. Syracuse H erald-Journa! 
aud American, 23,733,799. 

19. Boston Herald, 23,345,760. 

20. Washington Post, 23,057,537. 

Media Records earlier reported 
that total linage of newspapers i? 
52 cities increased 16.1% last yea! 
(AA, Feb. 2). 
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ART ¢ 


16 AND PRACTICALLY EVERYTHING ELSE ¢ 


That’s why, today, 1,500,000 wdémen—as well as 1,800,000 


Of course! Most women have a natural interest in art and— 
the arts . . . and a special feminine interest in the personalities 
of those who make news in the world of art. 


NATIONAL AFFAIRS 7 


Certainly! For women, today, have an active citizen's interest 
in the plots, the props, and the people who star in our national 
scene . . . as well as a practical interest in how the act will 
affect their personal lives and family budgets. 


tf 


partment. 


CINEMA 
122 women readers 
for 100 men 


MEDICINE 
93 women readers 
for 100 men 


78 women readers 
for 100 men 


Cover-to-Cover TIME-reading is a masculine habit of long standing, but . . . 


HOW INTENSELY DO WOMEN READ TIME? 


EACH WEEK 1,500,000 women and 
1,800,000 men read TIME. Studies 
among equal numbers of TIME-reading 
men and women show the intensity of 
readership ‘by sex for each TIME de- 


The readership figures reported here 
for each department are based upon 
1600 personal interviews. 


ART 
128 women readers 
for 100 men 


EDUCATION 
97 women readers 
for 100 men 


i. & i 


MILESTONES 


104 women readers 


for 100 men 


FOREIGN NEWS 
78 women readers 
for 100 men 


MISCELLANY 
102 women readers 
for 100 men 


RADIO 
107 women readers 
for 100 men 


RELIGION 
102 women readers 
for 100 men 


BOOKS 
120 women readers 
for 100 men 


\\ i, 

INTERNATIONAL 

74 women readers 
for 100 men 


MUSIC 
117 women readers 
for 100 men 


adh 
no. 


SCIENCE 
73 women readers 
for 100 men 


BUSINESS 
59 women readers 
for 100 men 


LATIN AMERICA 


77 women readers 
for 100 men 


CANADA 
75 women readers 
for 100 men 


LETTERS 
97 women readers 
for 100 men 


NATIONAL AFFAIRS 
80 women readers 
for 100 men 


- SPORT 
55 women readers 
for 100 men 


PEOPLE 
103 women readers 
for 100 men 


THEATRE 


114 women readers 


for 100 men ey 


...read every week by the men and women who are America’s best customers 


OVER-TO-COVER readership of TIME is a 
feminine as well as a masculine habit. 


Why does TIME interest so many women so 
much? 


First, because TIME is the kind of magazine 
it is, Week after week, page after page of TIME 
has articles that satisfy an intelligent woman’s 
natural curiosity about the world around her. . . 
and appeal to her personal feminine interest in 
how the world affects her family, her home, her 
budget, and her busy hie. 


Second, because they are the kind of women 
they are. With incomes and educations and ener- 
gies way above the average, TIME-reading women 
are among America’s most alert, active people. 


In a week they do more planning and dis- 
cussing and managing—in the home and out— 
more buying and consuming and recommending, 
than most women do in a month. And all of this 
with a confidence that comes from understand- 
ing what’s going on. 

When you can get their interest—and gain 
their confidence—you’ve got something. And 
the best place to get both is in TIME, 


TIME 


The Weekly Newsmagazine 
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National Marketing Week? 


Through some strange process— 
probably extrasensory perception 
—the executives in charge of 
arranging conference dates for 
five of the important national as- 
sociations in the advertising field 
have hit upon the same week for 
their meetings. 

The lineup looks like this: 

National Federation of Sales Ex- 
ecutives, New York, June 13-16. 

Advertising Federation of 
America, Cincinnati, June 13-16. 

National Industrial Advertisers 
Association, Baltimore, June 13- 
16. 

Pacific Advertising Association, 
Oakland, Cal., June 13-16. 

American Marketing Associa- 
tion, Washington, June 14-15. 

With alt of these meetings in 
different cities occurring on the 
same dates, it seems likely that a 
good many people who have an 
interest in two or more of the as- 
sociations will be faced with the 
hard choice of deciding which one 
to attend. In addition, there will 
be a considerable volume of com- 
petition for publicity and promo- 
tion in the general and the trade 
press. 

This concentration of meetings 
makes it tough for industry re-| 
porters and for those who would | 
like to attend several, but perhaps 
it is just as well to have the “con- 
vention season” telescoped into a/| 


Increasing Circulation and Rates 


There are undoubtedly those 
who smiled knowingly, or sneered 
openly, at the detailed compari- 
son here last week of advertising 
costs with other costs, because | 
there are a number of admen who 
insist that rates have been raised 
artificially because of artificial in- 
creases in circulation. 

Members of the Association of 
National Advertisers, through 


various committees, have fre- 
quently expressed their concern 
over “inflated” circulations, and 


have urged media to “hold the 
line” wherever possible in order 
not to increase costs. 

Yet the simple fact is that big 
circulations (and consequent 
higher dollar rates per page) have 
never hurt any medium, and our 
guess is that they never will. For 
confirmation, one requires only a 
look at the advertising linage or 
time records of the big circulation 
media in any field. 

The fact is, actually, that circu- 
lations are not as amenable to un- 
sound “inflation” as many seem to 


than they have ever been, but 


‘paying substantially larger prices 


single week. 

Since all of the associations are 
intimately and immediately con- 
cerned with marketing, advertis- 
ing and selling, and since it does 
happen that they are meeting at 
the same time in different cities 
throughout the country, the 
thought suggests itself that per- 
haps, without in any way inter- 
fering with each other’s internal 
operations or conference pro- 
grams, the five organizations 
might arrange for simultaneous 
adoption of a unified “marketing 
platform” which could be an- 
nounced simultaneously and 
jointly, and which would herald 
the vital functions, responsibili- 
ties and opportunities for market- 
ing, advertising and selling in 
protecting and maintaining a 
sound economy in the U. S. 


Such action might go far to) 
spotlight the attention of business | 
and the public on the essential | 
roles of marketing and selling, 
and might easily serve a most use- 
ful purpose. 

There are “weeks” for every- 
thing under the sun. Why not 
seize the opportunity presented 
by simultaneous meetings of five 
important organizations concerned 
with marketing to do a special job 
of focussing attention on this field, 
perhaps to the point of developing 
a “National Marketing Week’’? 


think, and this is particularly true 
on a long-term basis. In gen- 
eral, circulations now are larger 


also, in general, the readers are 
for their reading matter than they 


did. In the newspaper field, 
newsstand rates in metropolitan 


dummy.” 


Academic DP 

The Ad-libber caused untold 
anguish at the City College of 
New York’s Mid-Town Business 
Center when he identified Norman 
Koolkin as a Columbia product. 
Mr. Koolkin has been on the rolls 
of CCNY, and NYU, never Co- 
lumbia. His fold-out matchbook 
presentation brought almost 40% 
response. 


Correction 

Sometimes these things happen, 
even to the largest store. 

It’s an awful typographical error 
which changes hair into wool. It’s 


CORRECTION 


Because of a typographical error, 
Macy’s advertisement of an ALL- 
HAIR MATTRESS in yesterday's 
Times appeared with a headline 
reading incorrectly that the mat- 
tress on sale at 39.50 was “All-wool.” 
Naturally the correct statement is. 


ALL-HAIR 
INNERSPRING 
MATTRESS 


39.50 


MACY'S USUAL PRICE 
WOULD BE 59.95 


Mattresses on sale today only on 
Macy's Ninth Floor. Sorry, no mail 
or phone orders. 


Macy’s 


folder with white lettering which 
is almost an exact duplicate of 
that used 10 years ago, and sent 
it to advertisers and agencies with 
a letter from Publisher Malcolm 
Muir. 

Outside of the Newsweek staff 
and recipients of the reprint, most 
interested observer of the repeat 
was George Benneyan, now with 
the American Newspaper Adver- 
tising Network, who, as the then 
Newsweek promotion manager, 
wrote the original copy. 


Ecce Homo 
Sometimes 
that business 

lithe limb. 

For instance, take the Sterling 
Mfg. Company of St. Louis, which 
makes a desk called the Sterling 
Electronic Executive Desk, and 
believe us, it can do everything 
except figure your deductions. 

Within finger-tip reach are con- 
trol panels for air conditioning, 
room lighting, intercommunica- 
tion, ozone room purifier, a con- 
ference recording system, dictat- 
ing machine, barometer, humidi- 
stat, thermometer, cigaret lighter, 
electric razor outlet and ash tray. 
It has a fireproof safe for re- 
freshments or snacks and a thing 
called Advertalker can be attached 
which may be used in foyers to 
welcome visitors with “Please be 
seated. Mr. Electronic Executive 
will see you in a moment”—or any 
other suitable message. 

One thing we’re sure of: no real, 
bona fide executive will be with- 
‘out one. The executive who 
doesn’t have one of these things 
|to do his executing in is under- 


we aren’t certain 
isn’t pulling our 


cities have doubled or more with- a good thing, if you're going to) privileged. 
in a fairly short span of years, and | use hair and wool interchangeably, | 


magazine prices have climbed | 
nearly as much. 
The further fact is that the| 


number of people, the number of 
households, the standards of liter- 
acy and the standards of living) 
have all increased, and have been | 
reflected in larger media circula- 
tions. By and large, newspaper 
and magazine circulations now are | 
probably less “inflated” than was 
the general rule 20 years ago, and | 
are more sensitive to reactions | 
from the public than they ever} 
were. The big problem still is to| 
utilize and analyze circulations | 
intelligently, not to worry about 
how large they are. 


that Macy’s wasn’t advertising a 
sport shirt. 


Ten Years Later 

Ten years ago—on Feb. 14, 1938, 
to be exact—Newsweek published 
a spread in ADVERTISING AGE 
headed, “A Well Informed Public 
Is America’s Greatest Security.” 


Jottings 
| Or, as Universal-International 
| Pictures phrases it, “ ‘Secret Be- 
|yond the Door’ is the compelling 


istory of such a man—handsome, | 


The following documents may jg 
secured without charge from coy 
panies sponsoring them or throug, 
ADVERTISING AGE, by any nation; 
advertiser or advertising ageng 
executive writing on his busines 
letterhead. Address ADvVERTIsIyj 
Ace, 100 E. Ohio St., Chicago |; 


No. 2996. Survey of Subscriber, 


Farmer’s Advocate and Hon 
Magazine, London, Ont., has i 
sued this summary of a subscribe 
survey made last October and N 
vember, showing family characte; 
istics, present ownership of ap 
pliances and plans to buy. 


No. 2997. American Machinist’ 
Appraisal of Metalworking. 
American Machinist has issue 
this index of metalworking pro 
duction, 1935-1947, which show 
that the manufacture of met: 
products in the U. S. reached a 
all-time high, except for the wa 
years, in December. The inde 
shows a month-by-month produc 
tion record, 1935-1947. 


No. 2998. Seven Years with th 
Fawcett Beauty Reade 
Forum. 


| This seven-year summary of th 
| Fawcett Beauty Reader Forw 
‘highlights the detailed reports 

the past seven years, giving th 
over-all picture of the trend 

beauty habits of readers of Tri 
Confessions, Motion Picture an 
Movie Story. 


No. 2999. What’s Money? 


This booklet, issued by t 
Farm Journal, illustrates grapi 
ically the record-breaking dolla 
income of farmers. The illustr 
tions show how many eggs, be 
cattle, hogs, cans of milk an 
bushels of wheat U. S. farme 
“made” in 1947. 


No. 2899. Population Characte 
istics of Metropolitan Chicag 
In this study, the Chicago Tri 
une reports its sample census 
metropolitan Chicago—the ci 
and the 225 suburbs within a 4 
mile radius of the Loop—and dé 
scribes population characteristi 


in four groups of tables: (1) i 
dividuals; (2) households; (3 
families, and (4) families 1 


households in which food is reg 
larly prepared and_ served 
home. 


No. 2967. Annual Report Adve 
tising. : 

The subtitle of this brochu 
issued by the New York Times, 
“How companies like your ow 
put [annual report advertising] | 
work to make shareholders, em 
ployes and customers into undel 
standing friends and supporters 
Examples of ads used by nume 
ous companies are reproduced. 


No. 2961. 
Data. 
The Los Angeles Herald -£ 
press has issued this continu! 
statistical file containing all of “ 
Los Angeles market data # 
sembled to date and color -" 
dexed for quick reference. 


Los Angeles Mark 


thoughtful, poised—and yet locked | 


| beneath the irresistible charm lay 
ia fierce compulsion that could 
|command his very soul. It is a 


No. 2964. First Again. 
Parents’ Magazine has issv 
this analysis of apparel linaze 


It was reprinted and distributed, | story of love; stark, brooding, per- women’s service magazines, $'\° 


within a blue paper folder carry- 
ing the title in white lettering on 
the cover. 

Last month Newsweek took a 
look at this 10-year-old expression 
of its editorial creed, and found it 


vertising press and in _ several 
newspapers. Again Newsweek re- 


/haps even frightening .. . for love 
| sometimes tr 

Swift & Co. has an intriguing 
headline in “Mile a Minute Meat!” 
‘referring to the special freight 


|trains which bring meat to the 


| good enough to repeat, in the ad-| dealer, but the speed of meat will 


| be no surprise to anyone who has 
| been following its price closely for 


|printed the ad, put it in a blue | the past six months. . . 


ing Parents’ position in this s°™ 
| 1942-1946. 

No. 2941. Spotlight on Sales. — 
| The American Home Spotiit 


of the Month, the publication’s 4 
ee store merchand's 
'plan, gets the spot with exarmP 
and illustrations of its use in t 


brochure. 
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BEER AS BEER SHOULD TASTE! | 
"Tay 


BEER AS p; 
a i SHOULD 


Pea 


BEER AS BEER SHOULD TASTE J 
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TASTE! | 


Do you stack? 
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Recently, a Mr. S. wanted to see us. “I have a swell” 
invention which will make a lot of money for you,” he said. 

“That’s fine,” we said, 

“I got a grocery in Flatbush.” said Mr. S., “on a very 
busy street. Trucks, trucks, trucks—they go by all the time. 
The street shakes, The store shakes. From shaking, the 
stacks of bottled beer fall down. To prevent such, I invent 
this invention.” 

We thought the invention was pretty wonderful . . . filled 
a long-felt want of big companies and small storekeepers 
all over the country who would be grateful to Mr. S! And 
to us if we made it available, So we offered to manufacture 
it, and pay Mr. S. a royalty on sales. 

‘“Hm’m. No cash down?” asked Mr. S. We gave him 
an advance check. 

“How about a full-time job, idea man?” We told him 
the place was lou—full of idea men, full time. 


“Okay” said Mr. S. thoughtfully. “But someday I got 
to invent a way of getting out of that grocery.” 

The invention is so simple, and so practical that only 
a man with falling beer bottle problems could think of it! 
Three layers of board; the top layer punched 
to fit the base of the bottle; bottom layer 
punched to fit the top of the bottle; the 
middle layer not punched at all. 

With the Flatbush Stacker (we invented the 
name) every stack of beer bottles becomes 
a virtual Gibraltar, comparatively speaking! 
Bottles, beer and proprietors remain 
unperturbed through normal truck, train, 
and traffic tremors, or even upstairs over a bowling alley! 

The stacker is custom-made to fit bottles, jars and cans 
of all sizes—will help good products get better positions in 
supermarkets, and stay in position, will please proprietors, 
store managers, salespeople and customers. 

Brand names and slogans, on the edges, make every 
stack an advertising display as well as a product display. 

Terms very reasonable—and the Flatbush Stacker is 
exclusive with Einson-Freeman! 


Einson-Freeman Co. rnc. 


Consistently constructive lithographers. .. 


STARR & BORDEN AVES. «- LONG ISLAND CITY, N. Y. 


with offices in Chicago «+ Cleveland « Cincinnati + St. Louis 
Minneapolis + Atlanta + Dallas « Los Angeles « San Francisco 
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Names Gillingham 


John R. Gillingham has been 
named assistant advertising man- 


ager of the Pacific Rural Press, | 


San Francisco. The publication’s 
name will be changed to California 
Farmer in March. 


Clothing Group 
to Honor Lytton 
at Convention 


Cuicaco—Henry C. Lytton, who 
founded his State St. department 
store in 1887 with $12,000 capital 
—and spent more than a third of 
it for advertising before the doors 
opened—will receive a testimonial 
plaque at the convention of the 
National Association of Retail 
Clothiers and Furnishers, to be 
held here Feb. 22-25. 

Mr. Lytton, who is past his 
101st birthday and is founder and 
president of Henry C. Lytton & 
Co., is the only living member of 
the original 14 State St. pioneer 
merchants. 

Feature of the convention will 
be a combination style show and 
forum, with 17 scenes with store 
window backdrops, to provide re- 
tail merchants with ideas which 
can be used for their own window 
displays. 


The first 16 scenes will feature 
new clothing styles, now being 
made for spring and summer 
wear, and the 17th scene will 
show fashions of the future—the 
men’s clothing and furnishings of 
tomorrow. 

“Every scene,” declared Leon- 
ard Rothgerber Jr., chairman of 
the association’s style committee 
and director of the show, “is a 
merchandising promotion. The 
show is being staged for retail 
merchants, and the 17 scenes are 
being planned to help retailers 
sell fashions within their stores.” 


Forms Packaging Firm 


Delon Walsh, formerly a sales 
executive of Dobeckmun Com- 
pany, has formed Package Craft, 
Inc., with offices at 202 E. 44th 
St., New York, and converting and 
printing plant fatilities in Pater- 
son, N. J. The new firm will 
specialize in working out coordi- 
nated packaging programs, plus 
the converting and printing of 
cellophane and_e glassine bags, 
sheets and rolls. . 


Only Farm Paper 
Fast Enough! 


The only farm paper printed fast enough and distrib- 
uted fast enough to warrant the publishing of a weather 
forecast is The Weekly Kansas City Star. 


The Weekly Star goes to press Tuesday afternoon. 
It reaches farmer subscribers Wednesday morning. Among 
the other live services it provides is a 3-day weather fore- 
cast by the United States Weather Bureau. 


Other farm papers don’t mention the weather outlook. 
Of what use would a weather forecast be that was two weeks 


to a month old! 


Yes, speed is essential in weather information. It is 
equally important in reporting acts of Congress, rulings 
of the agriculture department, committee conferences, co- 
operative activities and all other developments affecting 


agriculture. 


The Weekly Star has the news facilities, the press 
facilities and the editorial know-how to give farmers a pa- 
per keyed to the fast tempo of the post-war era. 


Che Weekly Kansas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


441,392 Paid-in-Advance Subscribers 


Advertising Age, February 16, 194 
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TVAPOR ATID MISK > FOOD OF i 
MR RIKAM DALEY ASSOCIATION 


TWENTY-NINE DAYS, TWENTY-NINE WAYS—The Feb. | issue of The Ameri. 
can Weekly carried this American Dairy Association "February Food Fair" ad, 
listing 29 ways to use evaporated milk. 


Yankee Network 
Holds Opening 
Video ‘Clinic’ 


Boston—By the end of 1948, 50): - 


or more television stations will be 
transmitting programs to 750,000- 
1,000,000 video receivers and to 
an audience of 4,000,000 to 6,000,- 
000 people. 

This estimate of television by 
year’s end was given here by 
John R. Poppele, vice-president 
of Station WOR, New York, and 
of Television Broadcasters As- 
sociation, to more than 400 Boston 
advertising people at the first of 
five Yankee Network television 
clinics. 

Mr. Poppele said that television 
received a tremendous boost from 
the recent Louis-Walcott boxing 
match, and would get a further 
big boost with televizing of the 
political conventions next sum- 
mer. 


Travers, Di Donato Speak» 


Linus Travers, executive “vice- 
president and generai manager of 
Yankee, said the network is build- 
ing a transmitter in the 'Medford- 
Malden suburb area here that will 
serve Boston and all-suburbs with- 
in 50 miles. Construction has 
been delayed by the severe winter 
weather. 

Jose Di Donato, television di- 
rector, Edward Petry & Co., told 
the gathering that “20 books on 
the subject of television will make 


no one an expert. There is only 
one way to learn and that is by 
the trial and error method.” 

He warned agency and manv- 
facturer representatives that video 
shows must give “active picture; 
4 and, in giving a sales message 
the program director must in. 
terpret it into a convincing story. 
With television as a sales medium, 
the sponsor can dangle his mer. 
chandise before the eyes of the 
millions politely, engagingly ani 
inoffensively.” 


Schmitt Joins Reinhold 

Frederick E. Schmitt Jr., whe 
for the past 13 years has been in 
industrial advertising, has joined 
Reinhold Publishing Corporation 
New York, as director of promo- 
tion and publicity of Chemical 
Engineering Catalog, Metal Indus- 
tries Catalog, Materials & Meth- 
ods, Progressive Architecture, the 
five American Chemical Society 
publications, and technical, scien- 
tific and specialized books. 


Herbuveaux Promoted 


Jules Herbuveaux, since 193) 
program manager of National 
Broadcasting Company’s central 
division, has been named manager 
of television for the NBC centra 
division in Chicago. 


Increases Ad Rates 


Rock Products, published by 
Maclean-Hunter Publishing Cor- 
poration, Chicago, has increased 
its advertising rates, effective 
March 1, with a new basic page 
rate of $350. 
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This drawing made 
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201A and repro- 
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. ++ HERE’S AN EASY 


AY TO cuUT 


ADVERTISING PRODUCTION COSTS 


With Craftint Doubletone drawing paper all screened shading tones are 
complete on the drawing itself. Two separate patterns are invisibly processed 
into the paper. With the stroke of a brush and Craftint developer the artist 


“brings-up” the tones in the areas and way he wants them to appear. Although 
the finished art contains two tones of grey plus black and white it reproduces 
as straight line work. This means a saving in both art time and cost of repro- 
duction. © Write today for pattern chart, sample kit and additional information. 


THE CRAFTINT MANUFACTURING COMPANY 


1227 EAST 152nd STREET 


° CLEVELAND 10, OHIO 


CRAFTINT DOUBLEFONE °° 
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From alarm clock ring to the last log on the fire, the Kimballs 
coddle their home. All day, every day. They feed it—three meals 
a day, all home-cooked. They dress it up—with furniture and 
paint, lamps and linoleum. They play with it—games on the lawn, 
terriers under foot. Home is their first love, their best love. 


Naturally, home comes first when the Kimballs plan to spend 
Dad's paycheck, too. Better a riot of records for their phono- 
graph than two-on-the-aisle for a new show in town, say they. 
Better a “new look”’ in the living room than a ‘new look" in the 
clothes closet. And better a magazine full of homemaking ideas 
than a dozen adventure stories. So, month after month, they put 


Read and re-read by the Kimballs and 2,600,000 
other families with a consuming interest in their homes 


out the welcome mat—with 2,600,000 other home-cherishing 
readers—for The American Home. 


For American Home is as home-minded as the Kimballs. It talks 
of home and how to run it, of dinners and how to cook them, of 
gardens and how to grow them, of children and how to care for 
them. It doesn’t waste a column on anything else. 


This means, if you're an advertiser of a home product, that 
you don't waste a dollar on a reader who isn't a 100% home 
product prospect. You buy homemakers in The American Home— 
and nobody else. You'll find mo quicker way to turn an advertising 
dollar into home product sales. Try it and see. 


(fH Ramm 
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Competitors Howl 
but Baby Blimps 
Fly Undaunted 


ATLANTIC CiTry— The airborne 
advertising of Dennis Mitchell In- 
dustries, Philadelphia, at the 21st 
annual exhibition of the Auto- 
motive Accessories Manufacturers 
Association here last week caused 
its competitors considerable an- 
guish. 

Tucked away in an obscure cor- 
ner of the huge convention hall, 
the company representatives first 
caused a furore on opening day 
when they inflated a baby blimp, 


BESZZTEST JTS 
PAPER CEMENT poy 


ideal for Photo Albums, Scrap Books and 
Every Paper Pasting Purpose. Sold by Photo, 


some 20 feet long, and moored it 
high over their booth. The blimp, 
built by the Frank Seyfang Lab- 
oratories, of Atlantic City, bore 
the name of the firm on both 
sides. 

Complaints from other exhibi- 
tors led to the reeling in of the 
blimp to a discreet ten feet over 
the booth, where it was no more 
conspicuous than an elephant. 

Not content, the Dennis Mitchell 
crew purchased helium from the 
Seyfang Laboratories, inflated 
hundreds of smaller ballons, and 
released them at intervals. 

The company manufactures 
baby-seats, cribs and hammocks 
for automobiles. 


Hoffman Appoints Dorris 

Burt Dorris, formerly district 
merchandiser for southern Cali- 
fornia for Stromberg - Carlson 
Company, has been named Los 
Angeles sales manager of the 
Hoffman Sales Corporation, dis- 
tributing agency for the Hoffman 
Radio Corporation. 


Continental FM 
Net Reshuffles 
Station List 


New York — The Continental 
Network, FM’s biggest, free at 
last to hire musicians, currently is 
carrying four hours weekly of 
network programming, all music. 

One half-hour show, the Ro- 
chester Civic Orchestra, is spon- 
sored by Stromberg -Carlson, a 
manufacturing company with 
more than a passing interest in 
FM. This broadcast also is car- 
ried on the Dixie Network of a 
dozen stations. 

The immediate etfect of the 
lifting of the union ban on dupli- 
cation of AM programs on FM 
stations has been to reshuffle Con- 
tinental’s station list. On Jan. 31 
the network numbered some 31 
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from the actual point of conception 
to finished lithographic production 
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THINGS TO COME?—Return of highly 

competitive market conditions in Two 

Rivers, Wis., resulted in a special offer 

of 60 packages of Rinso with each pur- 

chase of a Speed Queen washer. The 

gimmick will not be used in other mar- 
kets at present. 


stations, several of which were 
owned by AM stations affiliated 
with a major AM network. As 
of that date they were on the air 
an average of eight hours daily. 


More Than 100 Queries 


Everett Dillard, head of the 
Continental, and owner of WASH 
(FM), Washington, reports that 
he has received upwards of 100 
queries from stations—some of 
them associated with AM network 
affiliates—concerning the possibil- 
ity of joining the FM network. 

In addition, he said that some 
broadcasters, owners of AM affili- 
ates and FM sister stations, have 
indicated reluctance to transform 
the former into carbon copies of 
the latter and thereby forego the 
possibility of additional revenue 
from time sales. 

As of Jan. 27 there were 371 FM 
stations broadcasting, 312 of them 
affiliates of AM stations. (The 
figure on the number of FM sta- 
tions on the air changes daily; by 
Feb. 10 it was up to 403.) Outlets 
authorized and building bring the 
total number to more than 1,000. 


Other Ads Respond 


Meanwhile, set manufacturers 
moved to capitalize on FM’s new- 
found freedom. First to herald 
the glad news to the buying pub- 
lic was Stromberg-Carlson, whose 
distributor scheduled full-page ads 
in New York newspapers. Some 
900 persons wrote for the free FM 
booklet offered in the advertise- 
ment. 

Gross Distributors, which han- 
dles this territory for the manu- 
facturer, said it was too early to 
relate the sale response to the 
lifting of the union ban on FM but 
reported some increase in sales. 

“Tremendous sales increase in 
FM receivers” were reported by 
the RCA New York distributor, 
Bruno, Inc. A full-page ad de- 
voted to RCA’s FM sets, which 
range up from $79.95, appeared in 
the New York Times. Fre- 
quency modulation also is ex- 
pected to be emphasized in Philco 
Corporation’s newspaper promo- 
tion. 

On the retail level, Davega 
Stores Corporation was enjoying 
a lively demand for its Pilotuner 
($29.95) —a device which “con- 
verts” 
set. Generally, however, sales 
| were characterized as “good, but 
|not much changed since Jan. 31.” 
| New York’s two largest depart- 
ment stores found their customers 
more curious about FM, but sales 
in sets were about the same. 


Bayley Joins Vienot 

Russell J. Bayley, formerly with 
Bay State Advertising Associa- 
tion, Framingham, Mass., has 
|joined the creative staff of Carl G. 
| Vienot, Inc., Boston. 


‘United Adds McMichael 
| James A. McMichael, formerly | 
with the National Outdoor Adver- 
tising Bureau, has joined the com- 
mercial sign division of United | 
Advertising Corporation, Newark, 


an AM radio into an FM} 


Chicopee Promotes Six 


Chicopee Sales Corporation, 
New York, has announced the fol- 
lowing executive appointments: 
John Carman has been appointed 
product director of the infants’ 
specialty division, B. H. Bossidy 
of the Masslinn division and Perry 
Farnum of the general line divi- 
sion. W. L. May Jr. has been 
named vice-president in charge of 
merchandising and advertising, H. 
Lyford Cobb has been appointed 
sales promotion manager, and Ar- 
thur Gross manager of the mar- 
ket research department. 


Smythe Joins Wagenseil 

Hayes J. Smythe, formerly with 
Howard H. Monk & Associates, 
Rockford, Ill, has joined Hugo 
Wagenseil & Associates, Dayton 
agency, in a copy-contact capacity. 


Names Halloran 


Martin V. Halloran, formerly 
with Outdoorsman, has joined the 
Chicago sales staff of Hunting & 
Fishing. 


Don't Underspend 
in the $450 Billion 
Business Market 


By A. C. DePierro, . 
Media Director, 
Buchanan & Company, Inc. 


It’s generally agreed that more 
consumer campaigns fail because 
of underspending than overspend- 
ing. There’s the same tendency to 
underestimate the possibilities in 
the $450 billion business market. 


Tackling the problems involved 
in selling something to this huge 
market calls for the same mass 
technique used in consumer ad- 
vertising. And here, too, the risk 
of failure is generally due to un- 
derspending. 


The astute business advertiser 
today dominates the business mar- 
ket just as a cigarette advertiser 
does the consumer market. He 
knows that the 450 billion dollar 
business market is too valuable to 
risk overlooking any of its many 
buying influences. He’s certain to 
buy adequate circulation to reach 
the mass of America’s business 
community. 


Next, he hammers away with 
his sales message until everybody 
understands it well—until one 
business man can tell another over 
the luncheon table what it is he 
sells and why. 


This concept is still new. It’s a 
wide open opportunity for the 
pioneer who wants the profits 
which come with keeping ahead of 
competition. But be sure you don’t 
underspend. 


ae # aK 


This column is sponsored by 
Nation’s Business to promote the 
use of a “mass technique” in sell- 
ing the business market of 
America. 


Four leading general business 
magazines offer you in 1948 4 
combined circulation of 1,310,000 
executive subscribers, over 15 
million pages a year on 12-13 time 
schedule. The combined rate for 
a black-and-white page in all four 
papers is only about $9,725. 


Net Paid Circulation B&W P29t 
Nation’s Business . .600,000 $3,000 
United States News.300,000 2,400 
ea 235,000 2,750 
'Business Week ....175,000 1,579 


| We'll be glad to give you case 
histories of advertisers who have 
'found such “mass” selling profit- 
|able. Nation’s Business, Washing- 
| ton, swe 
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is on my ‘must’ reading % 


list each Monday night” 


GEORGE R. STEGE, Jr. 
of PEPSODENT says, 


‘As you know, | have been a 


constant reader of 
GEORGE R. STEGE, Jr. = * 
ADVERTISING AGE, = ince ] 93 5 George R. Stege, Jr., director of sales for the Pepsodent division 


of Lever Bros., has been a great salesman since his high school 

days. His interest in merchandising dates back to work in 

es neighborhood drug and grocery stores after school and during 
/ h [ k h ' summer vacations. At 21, with seven veteran salesmen to 

t e p Ss me lo now W al Ls direct, he saturated a market for the Dearborn Chemical 

: Company. A distressed furniture novelty company down to 27 

employees was built up to 267 under his direction. Portable 

go ing on not only in advert LS ing air compressors were followed by beer, as promotion 
s) ° manager of Atlas Brewing Company, and as sales manager for 

Kingsbury Brewing Company. Periods with Lord & Thomas, 

Liberty Magazine, and Foote, Cone & Belding, where he handled 

Frigidaire, preceded his association with Pepsodent, 


but in sell ing as well ° where Charles Luckman had been watching him since the 


days when he solicited the Pepsodent account for Liberty. 
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James D. Woolf Talks... 


Salesense in 


Registered 


advertising 


ing, 


The Question of Media 

The right choice of media is a 
consideration of primary impor- 
tance in shaping your advertising 
plan. Too often not enough care- 
ful thought is given to it. 

Depending on the nature of your 
selling problem, one type of media 
can easily be 10 times more ef- 
fective than another. So think 
long and hard about the vehicle, 
or vehicles, in which you invest 
your advertising dollars. 

In the retail field the most com- 
monly used forms of advertising 
are (1) newspaper; (2) radio; 
(3) outdoor; (4) direct mail; (5) 
transportation. Beyond this, mil- 
lions are spent for calendars, 
paper matches, blotters, and a 
wide variety of give-away nov- 
elties. 

All are useful vehicles some of 
the time, but NOT all af the time. 
Newspapers, for example, might 
do a fine job for one kind of busi- 
ness, yet produce no noticeable 
results for another kind of busi- 
ness across the street. , 
Define Your Prospects 

In Santa Fe, New Mexico, is a 
gift shop that has experimented 
thoroughly with four types of 
media—newspapers, radio, direct 
mail and painted outdoor bulle- 
tins. 

The bulletins, installed on the 
main highways leading into the 


city, have consistently produced / 


results. There is little or no evi- 
dence, however, that the shop has 
been materially benefited by 
its large investment in news- 
papers, radio and direct mail. 
Now what is. the reason for 
this? A careful analysis of the 
store’s sales has revealed that at 
least 75% of its dollar volume 
comes from tourists from all over 


_ the United States. 


These tourists, many of them 
staying in the city for only a day, 
pay little attention to local news- 
papers and local radio broadcasts; 
and, of course, direct mail does 
not reach them at all. The big 
42-foot long highway bulletins 
can hardly be missed by the thou- 
sands of tourists who pour into 
Santa Fe. 

The lesson here is plain. Your 
prospective customers must be de- 
fined: are they out-of-town people, 
farmers or city folk, factory work- 
ers or the “carriage trade,” street- 
ear riders or motorists, town 
dwellers or suburbanites? Ques- 
tions like these affect your choice 
of media. 


Consider Your Message 

Another store in Santa Fe, a 
grocery supermarket, experi- 
mented with highway bulletins 
and found that they upped sales 
in no traceable way. It is this 
grocer’s estimate that his news- 
paper advertising, which he does 
on a big scale, outpulls the bulle- 
tins, dollar for dollar, at least 40 
to 1. 

The reason is not far to seek. 
His ads, sometimes featuring as 
many as a hundred grocery items, 
are nothing more than product 
descriptions and prices, which is 
precisely the information budget- 
minded housewives are looking 
for. Moreover, at least 80% of 


Advertisin 


James D. Woolf, famed copywriter and 
retired vice-president of J. Walter 
Thompson Company, is writing a series 
of discussions on tested ideas and basic 


principles. While the series 


is aimed primarily at the small business 
man who may be a neophyte at advertis- 
AA readers will find instruction 
and entertainment in the discussions and 
sidelights on advertising successes which 
will appear here each month. 


this store’s customers live within 
the city limits—not out on the 
country highways. 


Consider Your Product 
Perhaps your selling problem 
has nothing in common with the 


grocery supermarket. I know of 
at least two businesses—one a 


beauty shop, the other a bank— 
that, after experiment, found local 
radio its most resultful medium. 

Three times a week the pro- 
prietor of the beauty shop, a 
woman who happens to have a 
good radio delivery, gives a 10- 
minute “beauty talk” after the 
manner of Lady Esther. These 
talks have brought her many cus- 
tomers. 

Radio is a vehicle ideally suited 
to her message. There is no need 
to illustrate her “product” in the 
way that a dress shop, for ex- 
ample, pictures with cuts its new, 
just-arrived blouses and frocks. 
There is no special need for this 
beauty shop to reach out-of-town- 
ers, because the market potential 
in her town, plus the suburban 
and country house area, is plenty 
big enough. And there is no need 
to announce long lists of daily 
prices after the manner of our 
grocery friend. 

In the case of the bank, the 
situation is identical. It is selling 
a service, and there is no neces- 


sity to include catalogs of prices 
and pictures of merchandise in its 
advertising. 

Five times a week, on a five- 
minute spot, an announcer play- 
ing the part of a banker (“Your 
Friendly Counsellor”), gives help- 
ful advice on a wide range of fi- 
nancial problems. The _ results 
were and continue to be most sat- 
isfactory. This bank also makes 
liberal use of newspaper adver- 
tising, plus a direct-mail cam- 
paign throughout the county. It 
seeks to reach all classes of pros- 
pects in every income group 
throughout its trading area. 


Cover Your Field 

Usually the well-planned cam- 
paign will include more than one 
type of media. In few instances 
will newspapers alone, or radio 
alone, or outdoor advertising 
alone, or direct-mail alone, reach 
every segment of your market. 

I-cannot emphasize too strongly 
the importance of forming in your 
own mind a clear understanding 
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of your objectives. You must un- 
derstand exactly what it is yu. 
expect your advertising to acco). 
plish. One office supply store h.; 
just now invested more than h:if 
of its 1948 appropriation in , 
large quantity of very expensive 
wall calendars. In my opinion this 
fellow is muddled on his proper 
objectives. Seemingly he is con- 
tent with mere “reminder” pu)- 
licity; surely some generous por- 
tion of his advertising moncy 
should be allocated to doing sonic 
real hard-hitting selling for him. 

What I have just said is not an 
attack on give-away stuff—cal- 
endars, blotters, pencils, and the 
like. Undoubtedly they are good 
will builders, and it is true, of 
course, that mere remindership 
performs a useful function in ad- 
vertising. But in nearly every case 
they play a minor role. 

Such give-away items have 
strict limitations as message-car- 
rying vehicles; usually space per- 
mits only the name and address 
of the advertiser; they carry no 
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“Ido!” 
They do 


married market. 


“I do read Good Housekeeping regularly,” say brides 
and young-marrieds. More read it regularly than any 
other woman’s service magazine! (Says Elmo Roper*) 


“I do spend more time with each issue of Good House- 
keeping than with any other magazine that takes na- 
tional advertising!’ (Says Elmo Roper*) 


“I do find Good Housekeeping the most useful,” say 
most brides and young-marrieds! (Says Elmo Roper*) 


! 


Today’s young-marrieds, just as their parents did, turn 
to Good Housekeeping for sound, practical help in all of 
their homemaking problems. They know that Good 
Housekeeping assumes responsibility for every page— 
both editorial and advertising. 


It does ! 


Good Housekeeping sells goods. And it sells to those 
young women who buy more durable goods and form 
more brand-buying habits—the newlywed and young- 
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timely mews about merchandise. 
The dictionary defines news as 
‘‘fresh information concerning 
something that has recently taken 
lace.” 
4 No matter what kind of business 
you are running, flowing from it 
your advertising should be a con- 
stant stream of “fresh informa- 
tion” of interest to your prospects. 


Hungerford Ups Waldron 


John W. Waldron has been 
named consumer products sales 
manager of Hungerford Plastics 
Corporation, Murray Hill, N. J. 
He was formerly one of the cor- 
poration’s development engineers. 


NBC Schedules Meeting 


National Broadcasting Company 
will hold the second annual con- 
vention for its affiliates in Sun 
Valley, Ida., Sept. 22-25. 


Adds Patch & Curtis 

Patch & Curtis Advertising 
Agency, Long Beach, Cal., has 
been elected to membership in the 
First Advertising Agency Group. 


Advertising Age, February 16, 1948 


LAUNCHED IN U. S.—Kent of London 
is introducing its Castle of London line 
of men's toiletries in this country, with 
individual items as well as combination 
packages available at department stores 
and men's shops. This shave bowl con- 
tains a styptic pencil in its handle. 


Lupton Names Gischel 

C. E. Gischel, formerly director 
of public relations and advertising 
of Walter Kidde & Co., has been 
named an account executive of 
John Mather Lupton Company, 
New York. 


‘Times’ Gives Fax 
N.Y. Introduction 


have been wondering about fac- 
simile will get an opportunity to 
find out what it’s all about. 

Starting today (Feb. 16), the 
New York Times will stage a series 
of daily facsimile broadcasts—the 
first public demonstration of radio 
transmission of a newspaper in this 
city—in the radio sections of lead- 
ing department stores. 

A special, four-page facsimile 
edition of the Times, including 
news, pictures, women’s page and 
features, will be shown. 

Equipment for the demonstration 
was manufactured by the General 
Elecfric Company. Facilities of 
WQXQ, FM affiliate of the paper’s 
station WQXR, will be used for 
the broadcast. 


Watt Opens Agency 
W. H. Watt, who recently re- 
signed as general manager of 


New Yorx—New Yorkers who | Om 


Upper Darby News, ( Jan. 5), 
has established an advertising 
agency, to be known as W. H. 
Watt, suburban advertising, sal 
promotion, and public relations. 
ces are located at 7040 Ter- 
minal Sq., Upper Darby, Pa. 


Appoints Wakefield 
Traymaster Corporation, dis- 
tributor of a tray clothes washer, 
has appointed Wakefield Adver- 
tising Agency, San Francisco, to 
handle its national advertising, 
merchandising and sales research. 


To Peterson & Kempner 


Covert Mfg. Company, Troy, N. 
Y., has named Peterson & Kemp- 
ner, New York, to direct the ad- 
vertising for Covert Feed-O-Matic 
punch press feeders. Business pa- 
pers and direct mail will be used. 


Appoints Von Liski 

Robert Reinhardt Von Liski, 
formerly vice-president and art 
director of W. L. Stensgaard & 
Associates, has joined Hart Schaff- 
ner & Marx, Chicago, as display 
and design consultant. 


ae AND YOUNG-MARRIEDS are a huge market and growing larger 
every day. Here’s how it adds up: 


Marriages (1940—1946) 
Estimated (1947—1950) 
Total marriages (1940—1950) . . . . 


2 2-3 BAe 
6,672,000 


18,754,186 


(Source: U. S. Bureau of the Census) 


These new family units will comprise 46% of the total family units 


by 1950! 


Make your product a part of their new homemaking! Make the 


purchasing of your product their life-long habit! 


Because brides and young-marrieds are your most important mar- 
ket, Good Housekeeping should be your first choice. It’s theirs! 


* 3 Results of a new Elmo Roper study called 
“Young Women and Magazines.” 


10,274 young women interviewed. 


More newlyweds and young-marrieds named Good 
Housekeeping as the service magazine that— 


1. They read most regularly 
2. They find most useful 
3. They spend most time with per issue 


To advertisers and agencies—a copy is available for 


your inspection. 


We give this seal to no one—the product that has it earns it. 


sell 
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ANNUAL REPORTS have long 
suffered a deprivation of opportun- 
ity which has only recently caught 
the attention of business executives. 


The old fashioned financial re- 
port, in its outdated garb of cold 
black type, cluttered with unallur- 
ing computations has grown into a 
useful purveyor of important in- 
formation and has been vested with 
duties and responsibilities which 
are paying off handsomely for the 
company it represents. 


Let’s list some duties the smart 
modern Annual Report can perform. 


1. Carry its fiscal message to 
stockholders in a clear, comprehen- 
sible fashion, with adequate illus- 
trations to assure their catching 
the entire story. Charts and graphs 
are of immeasurable assistance in 
grasping the full message. 


2. Inform the stockholders of 
future manufacturing and market- 
ing plans with as optimistic a flavor 
as the truth will permit. 

3. Describe the company’s prod- 
ucts in a way which enables the 
stockholders to pass on the good 
word. Word of mouth frequently 
leads to sales. 


4. Carry the story of the com- 
pany to employees. Let the em- 
ployee know what a large portion 
of each company dollar he is get- 
ting. Perhaps no other cause of 
employee dissatisfaction is greater 
than the lack of financial informa- 
tion. Few employees are aware that 
wages constitute the largest chunk 
of the dollar pie-chart. 

It is a Manz point of view that 
the financial statement should be 
designed for attractiveness, and 
utility. It should be made to build 
loyalty in employee and _stock- 
holder. It should make them both 
proud of their affiliation. 

Manz has the know-how to plan, 
design and produce Annual Reports 
so that all of the necessary at- 
tributes are built in. 

Every Manz produced Annual 
Report entered by customers in the 
Financial World Competition for 
better financial reports has won an 
award in its class. On more than 
one occasion reports printed by 
Manz have won top honors over all- 
reports entered. 

Call for a Manz man to tell you 
more and to show you examples of 
Manz-made Annual Reports. 

Perhaps you are not quite ready 
to see a Manz man. Then we will 
be glad to send you examples which 
will surely prove interesting. 


Uny Size Sob tt 
a Manz Size Job 


MAN/ 


CORPORATION 
Engravers and Printers 


4043 Ravenswood Ave. 
Chicago 13, Illinois 
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It's Rankin, Not Ranking 

Through an error in teletype 
transmission, the name of W. 
Parkman Rankin, who has been 
reelected president of the Syra- 
cuse University Advertising and 
Publishing Club of New York, ap- 
peared as W. Parkman Ranking 
(AA, Feb. 2). 


Sets Mail Convention 

The 27th Annual Convention of 
the Mail Advertising Service As- 
sociation International will be 
held at the Bellevue-Stratford 
Hotel, Philadelphia, Sept. 26-29. 
General convention chairman is S. 
Mayer Feldenheimer of C. E. Bowe 
& Co., Philadelphia. 


MIGHTY PURTIE 
MILKIN’ DRESS, 


SALLY-GAL! 


You know the statistics—you 
know that the farm families 
in WDAY’s fabulous Red 
River Valley have more 
money to spend this year 
than ever before—on luxuries 
as well as necessities. 


But do you know WDAY’s 
hold on those rich farm peo- 
ple? Do you know, for in- 
stance, that one Fargo store 
recently sold $6,500 worth of 
$125 oil heaters from one 
100-word announcement on 


WDAY? 


Ask your local representative 
about radio — and WDAY — 
in the Red River Valley. He 
knows! 


FARGO, N. D. 
NBC * 970 KILOCYCLES 


5000 WATTS 


This 
24 pg. book 
tells how 
National 
Advertisers 


LOCALIZE 


for selling 


ACTION 


Read the exciting story of “big time’ merchandising at 
point of sale and how you can build maximum sales 
with Brand Identification Signs. 
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Publicity Agents 
Go Dramatic in 
New K&E Show 


New Yorx—Kenyon & Eckhardt 
now has its own dramatic troupe, 
all recruited from the publicity 
department. 

Jean Brown, who is in charge 
of products publicity for the 
agency, wrote an hour play, 
plotted around products of several 
K&E clients. 

To date the drama, which shows 
a young bride solving her home 
making problems with some brand 
or other, has played before audi- 
ences at Macy’s and Gimbels here 
and the Fair Store in Chicago. 
Next stop on the itinerary prob- 
ably will be Manchester, N. H., 
where the Union-Leader and the 
utilities companies are consider- 
ing cooperating in the /promotion. 


Uses Number of Products 


In the course of the production 
the cast finds occasion to eat, cook 
or otherwise make use of Kellogg’s 
Variety package, Borden’s Instant 
coffee, Choco Bran squares, Du- 
barry makeup kit, Knox gelatine, 
Company Dinner Loaf, Bondex 
Hot Iron mending tape, Texcel 
tape, bananas (United Fruit), 
Manhattan shirt and White Rock 
Sparkling water. 

Hal Davis, publicity director, 
and Herb Landon, associate direc- 
tor, one of whom accompanies the 
group to make sure that newspa- 
per and radio tie-ins are forth- 
coming, take turns in the bride- 
groom role. 


‘Bride’ Irons First Shirt 


The players, who deliberately 
ham up the lines to give added 
emphasis to the “commercials,” 
have had their trying moments. 

Milda Savage, copywriter in the 
Chicago office, who played the 
bride’s role at the Fair Store, had 
never ironed a shirt—Manhattan 
or otherwise—as she was called 
on to do in the script. But during 
her performance she did such a 
convincing job that housewives 
came up afterwards to ask for 
tips on her technique. 

When Hal Davis, in his enthusi- 
asm for corn flakes, sloshed 
cream in his lap at one perform- 
ance, the cast was quite surprised, 
but the audience thought this a 
wonderful touch of realism. 


Cannichacl Adds Duties 


George T. Carmichael has been 
appointed executive assistant, in 
addition to his duties as vice- 
president in charge of accounting, 
public relations, advertising, and 
industrial development  depart- 
ments of the New Haven Railroad 
Company. He will make his head- 
quarters in New Haven, Conn. 


two line want-ad. 


starters: 


round-trip railroad ticket. 


all along the line. 


dence.” 


in the oldest of all). 
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Ayer Reports Newspaper 
Circulation Gains 

A circulation of 51,410,089 in 
1947 for daily newspapers, both 
morning and evening, is reported 
by the Ayer Directory of News- 
papers and Periodicals. This is a 
gain of 658,596 over the previous 
year. 

The total circulation reached by 
Sunday newspapers in 1947 is 44,- 
296,572, an increase of more than 
1,000,000 copies per Sunday issue 
over 1946, the directory, published 
annually by N. W. Ayer & Son, 
Philadelphia, shows. 


Brown Names Hoyt 


Brown Conditioning Company, 
New York, distributor of screens 
and storm windows, has named 
Charles W. Hoyt Company, New 
York, to handle its advertising. 


Udylite Names Grant 


The Detroit office of Grant Ad- 
veriising has been named adver- 
tising and public relations counsel 
of Udylite Corporation, Detroit, 
and its Parker Wolverine division. 


Appoints C. H. Wills 

C. H. Wills has been named 
general sales manager of Michi- 
gan Abrasive Company, Detroit. 


Advertising Age, February 16, 1943 


Vhe Creative Mans Corner 


Once upon a time this writer worked on a newspaper, in 
the classified advertising department, and one of the things 
you learned there was to read between the lines—even a 


If you want to learn how to do this, here are a couple of 


A want-ad for two or more fur coats, over a telephone 
number, is usually an ad for a fence. A want-ad that says 
something about “leaving shortly for (say, Memphis), will 
transact business” means I want to sell the return part of a 


In much the same way, a half-column of massage parlor 
announcements means the heat is off the madams. 

All of which would have only the faintest sort of aca- 
demic interest here were it not for the fact that there has 
begun to appear in newspapers and some of our best trade 
magazines the very same kind of illicit advertising—ad- 
dressed to advertising agency account executives. 

We quote from one, appearing over a blind box number: 

“At this point we are equipped to offer you: a financially 
sound agency headed by a human being; tried and tested 
personnel who like their jobs; impressive offices; an ex- 
cellent art department, and equally fine copy and service 
departments; and, above all, wholehearted COOPERATION 


“Although we have both national and trade accounts, and 
are equipped to handle jobs of any size, we will also con- 
sider small accounts with possibilities. 

“Located in the Radio City district of New York City. 

“Your reply will, of course, be held in the strictest confi- 


Those are clearly lines written to be read between. And 
we think they make a completely immoral advertisement. 
The agency business, it appears, has a long way to go 
before it becomes a profession (unless, of course, we put it 
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Ohio State Plans 
March Meeting on 
Consumer Credit 


CoLtumsus — The College of 
Commerce and Administration at 
Ohio State University, in coopera- 
tion with the National Retail Dry 
Goods Association and seven other 
organizations, will sponsor a Na- 
tional Consumer Credit Confer- 
ence here March 23-24. 

The two-day session will cover 
various phases of consumer credit 
functions in the national economy, 
regulation of consumer credit, and 
the contribution of consumer 
credit to economic welfare. 

The entire program, according 
to Prof. Theodore N. Beckman of 
Ohio State, the conference chair- 
man, is expected to provide “an 
opportunity for a re-examination 
of the broader and fundamental 
aspects of consumer credit and 
finance at this time when so many 
misconceptions on the subject are 
abroad.” 

Registration fee for the two ses- 
sions, including two luncheons, 
banquet and transcript of pro- 
ceedings, is $12.50. 
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ABOUT CANTON, OHIO 
READY NOW! 


Here are all the facts you need to sell the compact Canton, Ohio, 


.industrial-agricultural market . 
dise classification . 


of population and income. . 


. city and county sales by merchan- 
. data on ‘wholesale and retail outlets . 
wholesalers, jobbers, ‘chain stores, principal independents . 

. bank resources . . 


. list of 
. analysis 
: information on 


housing, utilities meter connections, telephones, passenger cars . . . 
all arranged in one convenient booklet for quick reference. 


The booklet also contains circulation breakdown, 


management, 


editorial policy, rates, merchandising service, and mechanical re- 


quirements of The Canton Repository. You'll want that, 


too, 


because The Canton Repository is the ONE medium that covers— 
and sells—this $315,000,000 market. The Repository gives you 100% 


coverage of the City of Canton. 
coverage of Stark County, 


99.3% home delivered, 81.7% 


88.7% home delivered. 


WRITE FOR YOUR COPY OF THIS BOOKLET 


A BRUSH -MOORE 


THE CANTON REPOSITORY canton, ono 


STORY, 


NATIONALLY BY 


BROOKS AND FINLEY 
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ATTENTION - GETTER — Drug counters 

are showing this Jolly Kap display, 

which contains two dozen Jolly Kap 

packages of Whitehall Pharmacal Co.'s 
Kolynos tooth paste. 


Wype Introduces 
New Plastic Film 
Applied by Cloth 


Sr. Lours—Following a year of 
favorable market response for 
Wype, an auto enamel which is 
wiped on with a powder puff, 
Wype Corporation here has intro- 
duced Mirrofilm, a new, low- 
priced clear plastic finish — ap- 
plied with a clean cloth. 

An advertising drive for Mirro- 
film, details of which have not 
yet been announced, will break 
shortly in both consumer and 
trade publications. Copy will stress 
the mirror-like finish and long- 
life protection of the product 
when applied to metal, painted 
wood surfaces and linoleum. 


Says Tests Prove Worth 


Paralleling claims made for 
Wype, Mirrofilm ads will boost 
the one-coat application and one- 
hour ‘drying time. Tests made by 
the United States Testing Com- 
pany, Inc., have indicated that the 
product will hold up outdoors for 
a year without chipping, peeling, 
flaking, blistering, scaling or 
checking, and with perfect reten- 
tion of gloss. 

Wype, the auto enamel, has 
been sold largely through depart- 
ment stores and retail automotive 
outlets. Copy now running fo’ 
clares that a purchaser can paint 
a car for $3.95, that it dries dust- 
free, and that the finish resembles 
a spray job. The product is sold 
in eight colors, retailing at $3.95 
per quart, while Mirrofilm retails 
at $1.69 a quart. , 

Shaffer-Brennan-Margulis Ad- 
vertising Company directs the ac- 


Bassett Advanced 


partment of Abel & Bach, Inc., 
Milwaukee, has been appointed 


& Bach luggage interests in Mil- 
waukee. A 


Nahser Agency Moves 


Frank C. Nahser, Inc., Chicago 
advertising agency, has moved to 
larger quarters in the LaSalle- 
Wacker building, 221 N. LaSalle 
St. . 


Jane Bassett, of the sales de-| 


| ABP Adds McKinney 


Harris D. McKinney, Philadel- 
phia, technical and industrial ad~ 
| vertising, has been approved for 


assistant sales manager of the Abel | the recommended agency list of 


Associated Business Papers. 


Ronson Begins Drive 
Ronson Art Metal Works, New- 
-ark, N. J., has launched a cam- 
|paign which includes color ads 
for lighters in Better Homes & 
Gardens, Bride’s Magazine and 
|Good Housekeeping, while acces- 


21 


February ads are designed for a 
tie-in with Valentine’s Day. Cecil 
& Presbrey, New York, is the 
agency. 


sory ads, featuring the Plastikit, 
are appearing during February in 
The American Weekly, Life and 
The Saturday Evening Post. The 


rquality 


547 SOUTH CLARK STRE 


photo engravings” 
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CHICAGO + WABASH 6284 


residents of 


count. 


NAS Issues College 
Newspaper Guide 


_ The National Advertising Serv- 
ice, New York, has released its 
1948 College Newspaper Rate & 
Reference Guide, which is avail- 
able without charge to all adver- 
tisers and agencies. The directory 
lists 703 college newspapers for 
which NAS serves as ‘national ad- 
vertising representative. 

Data includes frequency of pub- 
lication, circulation, advertising 
rates and mechanical require- 


college market data. Copies may 
be secured by writing to National 


Advertising Service, 420 Madison |, 


Ave., New York 17. 


Heads Radio Women 


Ruth Crane of Station WMAL, 
Vashington, who has served as| 
ting president of the Association | 
‘ Women Broadcasters since the | 
resignation of Frances Farmer | 
Vilder last August, has been | 
‘ected AWB president. Gertrude | 
rover, WHCU, Ithaca, N. Y., has | 
en appointed first vice-presi- | 
‘nt to complete Mrs. Crane’s| 
erm of office. 
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Think of this — 


1947 retail sales 


in Los Angeles 
will exceed 7 


v 
the Los Angeles 


retail trading area 


$4,500,000,000 


annually spend more over retail counters 


than do the residents 


of the entire state of Massachusetts! 


To reach this 


tremendous 


market, rely on its years long favorite evening 


newspaper—the Herald-Express 
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To the good citizens of White Plains, N. Y.. 
who bundled up in winter clothes last summer 
(the temperature was 102°) and sat in the high 
school stadium so that the Post could get a “sea- 
sonal” picture for the article “The Whole Town 
Made the Team.” (Post, Nov. 22.) 


To the incomparable Sultan of 
Swat for the inspiring story of 
his life (“My Hits and My 
Errors” — Babe Ruth with Bob 


Considine.) You can start read- 


exclusive condensation of his 
forthcoming book. 


To America’s business leaders for placing more adver- 
tising in the Post than in any other magazine. (571 
pages more than L - - -; and 1905 pages more than 


~To the gentleman in Waxahachie, Texas, for his 
heartwarming complaint: “You are putting too much 
reading matter in each issue. 1 would enjoy reading 
a few other magazines, but when I read the Post I 
find I do not have time!” 


Se OG OY, 
To salesmon Alexander Botts Go 
We send our love in carloa¢ lots; , 


Although your beard* made millions grin, 
We're glad to see your chin agin’! 


- 


* in “Botts Gets o New Job” by 


To the manufacturers of: clocks, pianos and organs, 
drug sundries, housewares, household cleaning and 
repair equipment, floor coverings, confectioneries, 
smoking accessories, toys and games, medical appli- 
ances, photographic and optical goods and sports 
equipment. Last year they put more pages of advertis- 
ing in the Post than in any other weekly magazine. 


ing it in this week's Post. It's an ~ 


te “ter To the hardware manufacturer 
/ in Crisfield; Maryland, whose 


To the makers of men’s apparel, textile materials and 
notions for placing more advertising in the Post than 
in any other weekly magazine. 


To the precocious nine- re) 4 \\ 
year-old Arab boy who- 


translates Post love sto- 
ries for romantically in- ® 
clined sheiks in the sy 
Algerian Casbah, Za 
7 OV 


To food advertisers for investing $7,434,003.00 worth 
of advertising in the Post during 1947. 


To “America’s Most Isolated 
Family” — the Wilsons of 
Idaho —who had to wait 
three whole weeks before 
they could get to town for 
the issue of the Post con- 
taining the article that ex- 
plained why they are 
“America’s Most Isolated 
Family.” (July 19 issue.) 


To David G. Wittels, whose articles “License to Kill” 
(Post Aug. 16) and “Should You Be Allowed to Drive?” 
(Post Dec. 6) have been directly responsible for tight- 
ening driving and licensing regulations in Florida, Indi- 
ana, Kansas, the District of Columbia and elsewhere. 


, Me, . e 
Mm! 


~ be greater than that of the next two weeklies combined! 


first national advertising cam- 
paign in the Post sold more meat 
cleavers in a month (and during 
a meat shortage) than he sold in 
a whole year before the war. 


To tl 


‘ Poult 
To Associate Editor Steven M. Spencer for winning Post 


the first award for distinguished science writing in 
magazines, given by the American Association for 
the Advancement of Science. (“New Hope for the 
Anemic”— Post, Dec. 14, 1946.) 


. . 7 o eo 


To the fortunate Chinese gen- *" 
tleman who managed to buy a 

copy of the Post for only 3,000 ~ 
(Chinese) dollars. 


To 1947 for showing the advertising gain of the Post to 


To Constantin Alajalov’s cook for flatly refusing to Onna 
burn a whole turkey as a model for the Thanksgiving P acifi 
cover painting (Post, Nov. 29). The artist finally seq. i 
settled for a charred squab. 
To th 
. o . us de 
or a | 
To the blizzard that fom 
blew into Wash- 
ington, D. C., on ac 
the very same day 3 c 
that John Falter’s aw 
blizzard-swept } 
age painting of Dew to the fabviows Mr. 
Washington show- Glencannon in case he's forced oo ) 
ed up on the news- ee (o3 5 


stands, (Post, Feb. 
22.) 


district left in Scotiand. yy @ 


To the automotive industry for placing more pages of 
advertising in the Post during 1947 than L--- and > 
C------'. combined! @ 3 
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To the Dairy industry and to the purveyors of Meat, 


- Poultry and Fish for placing more advertising in the ~ 


Post than in any other national magazine. 


To Cleland Scott for 
some exciting pictures 
and a badly mauled 
hand. He got too friend- 
ly with a grouchy lion- 
ess while being photo- 
graphed for his article 
“My Life With a Lion.” 
(Post, March 1.) 


To the gasoline and oil industry tor concentrating the 
bulk of its advertising in the Post throughout the past 
year. 


To Admiral Halsey for 
choosing the Post to tell 
the world his exciting and 
outspoken story of the 
Pacific War. (June 14, et 
seq. issues.) 


To the contributor in Eindhoven, Holland, who wrote 
us demanding $1,000 a page if we printed his article 
or a flat $10,000 if we rejected it. (Incidentally, he 
forgot to send the article.) 


ow és: ie 
3D eS Mo To the one-man snowshoe fac- 

, O.O tory in Maine which has been 
snowed under by inquiries ever 
since an article about it appeared 
ey: in the Post. One order actually 


oO came from Florida! 
\ 
4 


< 


K 


PIE 


7, )O 


_ parking while waiting 


To our many: ag on an 
A of all sizes, shape rtisers . 
Fe % : full-page GdVer™ i ghth-pagesi 
\ = on to those who use e198 
a And to 


ody, 
In fact, to every ke this clear 


To electrical appliance manufacturers for placing more 
pages of advertising in the Post than in the next three 
weeklies combined. 


To the unswerving lady of 
Lee, Massachusetts, who 
reads the Post straight 
through, from cover to cover, 
ignoring all continuations. 


To manufacturers of radio sets and equipment for plac- 
ing more advertising in the Post than in any other 
magazine. 

And to all the Post subscribers in the Belgian Congo, 
Anglo-Egyptian Sudan, Cook Islands, Borneo, Canary 
Islands, Tahiti, Ethiopia and 157 other foreign lands. 


To the Indiana lady 


who was fined for over- 


for a bundle of Posts 
to be unwrapped. She 
told the judge: “I had 
to have my Post no 
matter what the cost!” 


To Post writer Hubbard Hoover, whose article “When 
Will You Be Sued?” (Post, April 5) caused even insur- 
ance agents to take out personal liability policies for 
themselves. 


To the tire and rubber industry for placing more 


advertising in The Saturday Evening Post than in 
any other magazine. - 


To the New York Yankees, 
who, after reading Red 
Smith’s critical article 
“What Broke Up the 
Yankees?” (Post, Mar. 29), 
went right out and won 
the pennant. (Remember, 
the Boston Red Sox did 
the same thing in 1946 
after reading Harold 
Kaese’s Post article “What's 
the Matter With the Red 
Sox?”) 


To the U. $. Mint for putting 
B. Franklin's famous face on the 
new half-dollar. 


To the South Carolina shirtmaker whose single 


quarter-page Post advertisement brought in orders 
for 9,039 shirts. 


To the not-too-hasty 
man in West Virginia 
who just sent in for a 
booklet advertised in a 
1917 issue of the Post. 


To the famous “lost” photograph of Abraham Lincoln 
(called the best Lincoln character portrait ever made), 
published for the first time in the July 19 Post. 


To the “unhappy wife” in Chicago 
who wrote us that she was going to 
sue the Post for alienation of affec- 4 
tions because her husband clings to 

his weekly copy of 1 

the Post instead 


To the following for joining the ranks of the famous 
“Cities of America”: Portland (Ore.), Middlebury 
(Vt.), Raleigh, Providence, Spokane, Buffalo, Tulsa, 
Hartford, San Diego, Birmingham, Springfield CIll.), - 
Phoenix, Jacksonville (Fla.), Houston, Louisville, 
Toledo and Burns (Ore.). Watch for Wichita next 


week! 


A left-handed Valen- 
tine to the eagle-eyed 
reader of Yazoo City, 
Miss., who pointed out 
to us that eight cartoons 
in the Oct. 18 issue had 
left-handed characters 
in them. 


And a deep bow to the electrical equipment salesman 
who electrifies his friends by memorizing an entire issue 
of the Post—word by word, line by line, page by page. 


All Figures from Report by Leading National Advertisers. 
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Transfers Coerne 


J. S. Coerne, vice-president of 
Erwin; Wasey & Co., Chicago, Has 
been transferred to the agency’s 
new Los Angeles office as account 
executive for Carnation milk. He 
has served the Carnation account 
in that capacity in Chicago since 
joining the agency in 1945. Rus- 
sell H. Nagle, Chicago merchan- 
dising director, also has been 
a to the Los Angeles 
office. 


You cen spread the eden of your 
products in the magazine acknowledged 
the biggest Success 


Petroleum Industry Shies 
from Krug'‘s ‘Snythetic’ Plan 

WasHincton—Before half a 
dozen congressional committees 
studying fuel shortages—from 
black market prices to Middle 
East politics—the petroleum in- 
dustry is busy arguing that the 
nation should “go slow” on the 
construction of the $9 billion syn- 
thetic fuel industry now being 
promoted by. Interior Secretary 
Julius Krug. 

With industry approval, the 
House last week voted Krug $30,- 
000,000 for continued government 
research in synthetics; moreover, 
some industry members are build- 
ing their own pilot synthetic 
plants. 


By STANLEY E. COHEN, Washington Editor 


But ‘as a whole, the industry 
wants Congress to believe that 
“amazing” discoveries “in the 
offing” in Alaska, Mexico and the 
tidelands will remedy -the crude 
shortage within the next five 
years. 

If Congress ‘isl the “bureau- 
crats” are skeptical, the industry 
has only itself to blame. For 
months it maintained that short- 
ages were caused largely by lack 
of steel for refining equipment, 
tank cars and pipelines. Now it 
admits ‘that so much oil-burning 
equipment has been sold that post- 
war needs outstrip available sup- 
ply. ‘ 

Krug feels that leisurely con- 
struction of a synthetic fuel in- 


In hospitals like Chicago's Wesley Memorial, above, Hos- 


pital Management has been influencing the administrative 


and departmental thinking and planning for more than 30 
years. With 74°, of its subscribers routing their copy to 
department heads, more than 20,000 readers benefit from 
the more than 8,300 net paid voluntary circulation. 


the complete story in our booklet, 


Bases"—yours for the asking. 


Get 
“Touching All the 


Htasplal 


Mans foment 


@ 100 E. OHIO STREET, CHICAGO 11 @ 


- .|emergency, 


. 


dustry over the next decade would 
eliminate, in the event. of an 
the confusion sur- 
rounding wartime construction of 
aviation gasoline and synthetic 
rubber capacity. Pointing out that 
we have about a third of, the 
world’s petroleum reserves, but 
use two-thirds of its petroleum 
products, he also contends that the 
synthetic industry will enable us 
to stretch our crude reserves. The 
industry, however, answers that 
steel is too scarce for use at this 
time in long range projects. 

“It tells Congress that each ton 
of steel “invested” in petroleum 
equipment now yields more fuel 
than a ton invested in the 10 year 
synthetic. program. 

* a oo 


Although Congress will not act 
on price controls, committees can 
make it mighty uncomfortable for 
individual business men. Last 
week, Sen. Charles Tobey (R., 
N. H.), chairman of the banking 
and currency committee, said 
flatly that Procter & Gamble 
profits indicated an element of 
“cupidity, avidity and lust.” On 
another day Tobey upset the usu- 
ally placid representative of the 
automobile manufacturers, on hand 
to oppose any compulsory. alloca- 
tions program which might take 
steel away from his industry. The 
car builder had a fine brief on 
the steel issue, but Tobey refused 
to discuss anything except the 
mounting prices of cars. As one 
industry representative described 
it, “We laid an egg. There was 
no meeting of minds.” 

* Be a 


House ways and means commit- 
tee gave a green light last week 
to legislation designed to prevent 
the Social Security Administration 
from extending its protection to 
about 1,000,000 door-to-door sales- 
men, news vendors and other cur- 
rently unprotected individuals. 
The bill, by Rep. Bertand Gear- 
hart (R., Gal.) is designed to nul- 
lify Supreme Court rulings in- 
dicating that these additional 
workers are eligible for social se- 
curity benefits. If passed, the leg- 
islation will undoubtedly be 


vetoed. 
a a wh 


The Census of Business for 1948, 
supposedly assured when Rep. Ed 
Rees (R., Kan.) moved late last 
month to get it before the House, 
is in trouble again. The culprit, 

ve hear, is Rep. Leo Allen (R., 
Iil.), chairman of the House rules 
committee, which is in charge of 
alloting time for House debates. 
The Republican leadership sup- 
posedly agreed to a census early 
next year (after the elections) but 
Allen apparently has his own ideas 
on the subject, and, as yet, has 
done nothing to get the bill to the 


floor. 
| te ca He 
| 


Commerce Department is offer- 
ing for one thin dime a compila- 
tion of “special days, weeks and 
months in 1948.” Similar to a 
series suspended because of the 
war in 1943, it offers sales and ad- 
vertising personnel dates for more 
than 200 events such as Apple 


tional Baby Week, National Do- 
nut Week. It was compiled by 
Marjorie V. Davis of the mquity 
and reference section. 

oe % Ht 


Both political parties are scram- 
bling to make it clear that they 
are strongly for co-ops. In De- 
leember, Agriculture Secretary 
| Clinton Anderson went to the 
West Coast to tell co-ops: “We 
are with you.” Now Republican 
| National Committee Chairman Ed 
|Reece has written the National | 
|Association of Cooperatives that 
‘his party is all for them, too. 
|Minority Leader Sam Rayburn 
| (D., Tex.) got in some horseplay | 
/on the co-op issue when the House | 
perder business committee asked 


Day, Spring Cleaning Drive, Na- | 


| the other day for a $70,000 oper- | 


ating budget for 1948. Mindfu) of 
the bad publicity surrounding ¢o-. 
op studies by this committee | as; 
summer, Rayburn asked if “ny 
of this money is going to be u.eqg 
to fight co-ops.” \Small Business 
Committee Chairman Walte; 
Ploeser (R.., Mo.) protested that 
his committee had made a fair 
study. “No one was attacked «x- 
cept the chairman, and he, py 
political propagandists,” Rep, 
Ploeser declared. 
* * ba 

Aviation schools complained to 
a House veterans affairs subcom- 
mittee last week that the Veterans 
Administration is stifling their ad- 
vertising plans. Their testimony 
says that VA does not recognize 
advertising as a cost item for 
schools training veterans under 
the G. I. program. Because the 
schools must pay advertising out 
of their profit, aviation magazines 
and trade papers are getting only 
about 10 to 12% of the linage they 
might expect if VA rescinded and 
allowed advertising as a proper 
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NEWSPAPER 


Mary Brown gives a luncheon...John 
Jones makes a speech...and everybody 
in town knows it. They read it in their 
Hometown Weekly. Both look eagerly 
for their names in the Hometown 
Weekly. Multiply this by millions...and 
you have the reason why readership 
of such papers is high... High... HIGH! 


{Lf 


ADVERTISING 


And these millions of people eagerly 
and regularly reading Hometown 
Weeklies . . . in a frame of mind defini- 
tely receptive to sales messages ...com- 


prise 52 out of every 100 Americans. 
A vast national market holding 
43% of the country’s buying power! 


1S 


SERVICE 


Reaching this huge market is simp. 
One order places advertising in many 
thousands of weeklies. (Or in your 
selected test group.) You place ony 
one order, pay just one bill... we 
handle all the details. Easy as NAS 


Write today for FREE booklet 


“A 1000 to 1 Easier Way to 
Advertise in Hometown Weeklies” 
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mavertsmg Age, 


Sugarman Appoints Luby 
Shirley Luby, formerly in the 
publicity department of Robert 


Names Sheridan V.P. 


James C. Sheridan, formerly 
an account executive in the San 


Daystrom Names Kaler 


Edwin W. Kaler, formerly vice- 
president of sales of Archer Mills, 
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which will be dated April, 1948. 
Distribution will be limited to the 
trade. Executive and advertising 
offices are at 545 Fifth Ave.,,.New 


ly Simpson Company, has been| Francisco office of Young & Rubi-|Inc., has been named vice-presi-| york. 

ed named an account’ executive in|cam,.has been appointed a vice-|dent of sales of the Daystrom 

Ss the public relations. department of | president of Wakefield Advertis-| Corporation, Olean and Friend- 

ay Ben Sugarman & Co., Toronto. ing Agency, San Francisco. ship, N. Y., manufacturer of tu- 

at a in) RE bular chrome furniture. 

ra Oxstein Joins George McCann Names Steck : 

va June D. Oxstein, formerly edi-| Harold W. Steck has been ap-| S¢hedules New Magazine - 

D tor-in-chief of This Week in Santa| pointed director of radio copy of Phillip Andrews, formerly pub- | Fi 

b Barbara, has joined the copy staff | McCann-Erickson, New York. He| lisher of Air News and Air Tech, | BA gSiaiG mea: e-so 0) ee 
of Ernest N. George Company,-Los| formerly was a free-lance radio} will launch Globe, the Magazine  tetiiteein ts tan ae ae 

: Angeles agency. . ‘script writer for the agency. of Air Travel, the first issue of aia whe ee na 

0 - 
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NEW WRAP—The new package for 
Glo soapy scouring pads gains shelf 
value by carrying the selling points 


- from one label to the next when the 
yut boxes are stacked. Glo is a product Por B 
= of James H. Rhodes & Co., Chicago. ‘ Sp A) 
" “ S 

4 \\ Wh Wi\\ ya \ \ c, “ y/ 
me business cost, industry members \ iy A ie 

estimate. jo = = |  \[GXeSirSccssesiis NANA = 
er * * \ \ \\\ . 2 WHATWILL THEY 
“’ Commerce Secretary Averell 


Harriman revealed that his “Of- 
fice of Industry Cooperation” is 
giving priority to programs to get 
steel for freight cars, essential 
farm machinery, petroleum pro- 
duction, transportation equipment 


THINK OF NEXT! 


and “small homes construction.” 
Harriman takes the position that 
these emergency programs will re- 


behind it? Largely distribution. Distribution of 
ideas... mass distribution of goods. Publicity, 


s the horseless carriage made its first 
erratic bow and coal oil lamps offered | 
‘matchless light’’, life must have 


quire less than 10% of our steel out- 
put, and that no general steel al- 
locations are necessary at this time. 
He suggests hopefully that sus- 
tained steel production at capacity 
and deferred maintenance and 
construction will provide the 
necessary steel with a minimum of 
sacrifice by less essential users— 


—— 


What aw 


seemed rich indeed. 


orld of difference 50 years have made 
... especially to the granddaughter of the read- 
er of these clippings shown below. Votes for 
women; packaged butter and bottled milk in 
every electric ice box; frozen foods and a 
washing machine so human it amazes yau. 


promotion... printing. Printing on newsprint, in 


: catalogs, in magazines, on cartons and cases. 


How much has all this contributed to what we 
cherish as the American Way? Who knows, ex- 
actly. But as you look at these nostalgic clip- 
pings, make your evaluation of what we owe to 
them and to the avalanche of advertising that fol- 
lowed...and to printing ...and to its vehicle, 


in watt we eetn oairie / The new emancipation. ..and the new look... paper. International Paper Company, 220 East 
dy - eb A phenomenal half century! And the power 42nd Street, New York 17, N.Y. 
eir pie ‘ 
rly For the statistically minded, Clippings from The Ladies’ Home Journal, December, 1890; Scientific American, August, 1898. 

Census Bureau has reported that 
nt average income for nonfarm) = = SS \iite(gibe eS =) 
hip families was about $3,000 in 1946. . : 
Median total money income for LATEST “ 
‘H! 1 urban and nonrural families and IMPROVED 


erly Fuel Oil News, published by Oil- 
wn dom Publishing Company, Ba-|' 
fini- yonne, N. J., will change from a 
om- tabloid format to standard 7x10 
ans. type-page size. At the same time 
ing a three-time contract rate will be 


! 


individuals in private households 


| was $2,659, compared with $2,410 


in 1944 and $2,595 in 1945. Field 
work on the sample study was done 
in April, 1947. Results in publica- 
tion “Series P-60 No. 1” are broken 
down for four major regions, and 
for veterans, non-whites and by 
family size. 


Plans New Page Size 


Effective with the March issue, 


offered. Contract rates for space 
units of all sizes will remain the 
same on an inch or line basis. 


Quantity 


is not our forte. 


Quality is. 


Telephone Whitehall 5957 
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Artistic , 
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Only seven months ago, ARGOSY guaranteed 250,000. Today, 
with delivered circulation at 445,000 and still climbing, ARGOSY 
announces a new guarantee of 400,000 effective May Ist. 

4 This is action—and ARGOSY is the most active magazine in 
the men’s market. Look at the record. Without any advertising 
or promotion, and counter to general trends, ARGOSY gained 


78% on newsstand sales in the last 7 months! . 
Yes, there is a reason for all this—the same reason that has 
made many advertising campaigns successful. 
_ARGOSY was “pre-tested” on newsstands to see if it would 
sell on merit. How men took to its fiction—its articles—its service 
features—is reflected in that one figure—up 78% in 7 months, 


~ 


And ARC 
top storie 
art and I. 
full-scale 
ARGOSY 
bination t 


ae wae Thee te 
i SN etal i a le 
.| bs t ae ee 2 6 ae Saga. ‘ ae pba alae, A Praeesh. S 
: 3 THE KIND OF READING MEN LIKE | i eg .| = 
i i More and more men are enjoying ARGOSY fishing, spectator and participant sports. o Sl a 
ae pecause ARGOSY has the Kind of reading And there are bigee™ treats coming for - . 
— men \ike and keeP on liking: them. Such as tw jynamite-packed articles = | ; 
oe They: like the fiction ‘PY Philip Wylie, ‘py Erle Stanley Gardner on one of the most | a . , 
; | pc, Wodehouse, Geral’ Kersh and William sensational cases of out times. Baseball fans, me =] 4 
} Fay. They like the snformative topical arti- too, are going tO enjoy ARGOSY and the om ‘ Bs 
a ve cles, the «off-trail” adventure pieces, the pennant-winning Brookly® Dodgers getting a ) if 
, . practical clothing and accessory columns together in the Match issue to stage 2 SP = ks 
| | and the seasonal coverage of hunting and taculat paseball search. iad : 4 a 
-— ee ~~ a gee se tial ———— i al oo Et ceil 1 
| i . 2 gee oy easton ei as aypaeaies a | iGoe A 
| | . “ _— 
’ — | 
| |} THINGS ARE HAPPENING FOR arGcosy’> ADVERTISERS = ) 
 &§ | 7 ie ian 
. oa But how about the folks who advertise in yng cost of only 50¢ for each $10 sale- % | ; ; 
| | | ARGOSY? Are they getting theif money's — Yes--: it pays *° advertise in ARGOSY | _ g 
worth? Let’s take just one example: One °°" because the men who puy it LIKE IT “4 | | é 
: | | concemn™; with 4 single $ 100 insertion, has - _READ iT FROM COVER-TO-COVES: ip rb aed 
sills em received over 200 orders on 4 $10 ite™- That, and only that, gives your copy 18. ae q Fi 
Sess ae This is 4 gross profit of $ 1900. An advertis- chance to do a selling job. -. 7 4 : Re 
‘ # Name upom request- | ¢ 4 on 
“Wg : oa: j “/ 3 a 
a a fe o 


. 


And ARGOSY is going higher— with new editorial features, with 


top stories from writers who are proved favorites of “men, with 


art and layouts having even more masculine impact and with a 
full-scale promotion (now that the product is proved) to extend 
ARGOSY’s coverage of the men’s market even further. It’s a com- 
bination that will bear watching in 1948. 


Already ARGOSY is reaching a great cross-section of male 
spenders, for 97% of this audience are men... 68% are heads 
of families . . . average family income is $4,608. This is the 
market in which ARGOSY will constantly increase its coverage 
month after month as it continues to grow editorially. This is 
America’s new men’s market. 
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Appoints Westmoreland KSTP Appoints Cook 
Lloyd A. Westmoreland has| Joe Cook has been appointed 

been appointed sales manager of| sales promotion manager of Sta- 

Station CKOC, Hamilton, Ont. ‘tion KSTP, Minneapolis-St. Paul. 


Buys ‘Trade Shows’ 


son, publishers of Convention, At- 
lantic City, have purchased Trade 
Shows, formerly Industrial Shows 
of the Americas. Effective with 
© the March issue, the feature and 
news content of Trade Shows will 
be incorporated with the editorial 
matter of Convention. Subscrip- 
tion rate for Convention remains 
unchanged and an immediate in- 
crease of advertising rates is not 
contemplated. ‘ 


creative and 


production 
service Appoints Plowtield 
William F. Plowfield has been 
fer appointed sales director of Phipps 
ree Products, Inc., Boston, manufac- 
2 * (el rte anh turer of industrial and mainten- 


ance chemical specialties. 


‘ 


Appoints Chandross 
Morris L. Chandross, formerly 

with Manhattan Shirt Company, 

has been appointed assistant to 


GRANT-JACOBY STUDIOS 


936 North Michigan Avenue + Chicage 11 | tion, New York. 


Libby Tests Sales 


Paul Roberts and Philip Harri- | 


the president of B. V. D. Corpora- 


of Frozen Foods 
in Wisconsin 
Miuwavukee — After a year of) 
pilot sales tests here, Libby, Mc- | 
Neill & Libby has opened its first | 
extended test advertising for the 
company’s new line of frozen 


foods. 
One of the first of the larger 


packers to enter the frozen foods | 
field, Libby experimented with | 


various freezing processes as long 
ago as 1935, but discontinued the 
research several years later. 

During the last two years of 
the war the company resumed its 
development of suitable freezing 
processes and, im 1947, quietly en- 
tered the Milwaukee market with 
a number of frozen fruits and 
vegetables. 

The city was chosen as a fairly 


dvertising Age, February 


FROZEN TEST—Copy similar to the 
above, boosting Libby, McNeil & Lib- 
by's new line of frozen foods, is running 
in the Milwaukee market area, where 
the company is testing sales acceptance 
for the products. 
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Damping down thepust Bowl... 


Alarmed by reports that farmers of the former 
Dust Bowl were again mining the land and risking the 
nation’s food production . ... Jim Roe of SF took a 
2,300 mile trip to learn the truth. 


Yesterday’s Dust Bowl today is golden with grain. ee ead 
Plains farmers have tacked down the land, made a ies eS = 
million-acre blotter by growing new “‘camel crop” BZ ZZ 
sorghums, side-oats grama, buffalo grass, blue grama, Pa on te 


sand love-grass . . . don’t burn the straw, hold it as . 
water holding cover . . . have dug deep irrigation wells 
... do “underground farming” with new machines 
that turn up hard to. pulverize clods . . . enacted 
wind-erosion laws with sharp teeth. And if despite 
precautions, the surface soil of a particular farm starts 
blowing, the entire community attacks with deep 
cutting chisels, works all night until the land is anchored. 
For the inspiring facts of how the Plains farmers, with 
new soil knowledge, new crops, and new machinery 
. . turned a disaster-defeated drought area into vast. 
wheat fields and grazing lands, every advertiser should 
-read, ““Drought? We’re Betting Nature She Can’t Evict 
Us”. SuccessruL Farmine, February issue, page 26. 


Crop cosmetics . . . Copper salts added 
to Florida muck soils make vegetables greener 
... Minor ‘elements influence color, texture, 
growth of plants . . . “Plants Won’t Grow 
Without Them’, page 30. 


Ly 
* 


Fussy feeders... Cattle refused to feed 
along fence rows seeded to bluegrass and red 
clover—grazed on nutrition-rich Ladino 


... “Ladino Has All The Answers”, page 42. 


Most missed market... Missed by most 
general magazines and network programs, the nation’s 
best farmers in the 15 Heart States’ are comprehensively 
covered only by SuccessruL FARMING... with more than 
1,200,000 circulation among farmers with the best soil 
and methods, biggest yields, highest property investments, 
largest incomes 


averaged $7,800 gross in °46 (excluding 
government payments), $3,252 above U. S. farm average. 

Seven peak years and more ahead make SF families 
best class market in the U. S.! No national advertising 
is really national without this market and medium. 
Data and details, any office . . . SuccessruL FARMING, 
Des Moines, New York, Chicago, San Francisco, 
Cleveland, Detroit, Atlanta, Los Angeles. 


—— 


— 


representative metropolitan mar- 
ket, and the products were intro- 
duced by a special sales organiza- 
tion. Late last fall, the company 
ran four 700-line black-and-white 
ads on Thursdays, about a month 
apart, winding up just before 
Christmas. . 


Uses Four-Color Ads 


First copy used the one - cent 
sale to boost Libby’s frozen 
‘peaches, and _ successive ads 
| plugged peas. Satisfied with the 
'preliminary tests, the company 
extended its distribution to other 
Wisconsin markets, with emphasis 
on Green Bay and Madison. 

And Jate in January, the Libby 
frozen food line received a boost 
from 1,000-line, four-color copy in 
the Milwaukee Journal rotograv- 
ure section. Successive color ad- 
vertisements in the Journal, plus 
black-and-white copy in Madison 
and Green Bay papers, are sched- 
uled to run at intervals of about 
two weeks until early summer. 
In addition, car cards in Mil- 
waukee and bus cards in Green 
Bay are set to carry the Libby 
messages, beginning March 1. 
Cards in the Madison market may 
be added later. 

The Libby line of frozen foods 
includes peas, spinach, cauliflower, 
asparagus, broccoli, lima beans, 
string beans, peaches, strawber- 
ries, boysenberries, red raspberries 
and dark sweet cherries. 


Still on Pilot Basis — 


While production is still on a 
pilot basis, the entry of Libby in 
the frozen food field marks an im- 
portant milestone in frozen food 
marketing. Heretofore, most of 
the larger food canners and pack- 
ers had remained aloof’ from the 
younger competition. 

The year 1947 witnessed an ex- 
tensive readjustment in frozen 
food packing and_ distribution, 
with many of the minor brands 
fading from the markets. Indus- 
trywide pressure for setting up 
quality standards replaced previ- 
ous feverish expansion activity, 
and packers began to adjust their 
sights for the long haul. 

Libby is not expected to decice 
whether to expand its Wisconsi. 
market tests for several month... 
However, the company’s Wis- 
consin promotion is indicative of 
a growing trend, since many larg¢r 
canners and processors are begir- 
ning to intensify their marketing 
of brand name frozen foods, an’ 
others are introducing a wider 


sales test basis. 
| J. Walter Thompson Compan), 
Chicago, directs the account. 


Gets New Firm Name 


‘is the new firm name of Radi 
| Advertising Company, radio sta 
tion representative. The Ne" 
York office remains at 521 Fift 


| Ave. 


variety of frozen products on 2 


Robert Meeker Associates, Inc. 
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Laffmovies Offers 
Kids $5,000 Prize 
for Film Opinions 


New YorK—Laffmovie theaters 
n New York, Boston and Balti- 
nore will conduct contests, this 
winter and spring, with $5,000 in 
orizes to go to children submitting 
‘he best 100 words on “What I 
Like to See in the Movies and 
Why.” - : 

The first contest will run in 
Baltimore and will be advertised 
in the Sun and News-Post, in 
movie trailers, three-sheet out- 
door posters and throw-aways: A 
second contest will be held here 
in May. Each will run 30 days. 

Chief purpose of the promotion 
by Laffmovies, according to James 
J. Mage, president of the theater 
company, is to obtain information 
by children on why they like 
movies. It is felt that regular mo- 
tion picture interests have paid 
insufficient attention to children’s 
preferences although the young- 
sters comprise an extremely high 
percentage of the movie audience 
—and particularly of the Laff- 
movie theaters. 

Prizes in the Baltimore contest 
will include a trip to New York 
for the top winner in the higher 
age group and a wide choice of 
quality toys in the group aged 
from five to 12 years. 


Joyce Wins Trademark 
Suit Against Joy 

The United States district court, 
St. Louis, has ruled that the trade- 
mark “Joyce” is the sole property 
of Joyce, Inc., Pasadena, Cal., in 
a trademark suit against Joy Shoe- 
makers, Inc., St. Louis. Joy also 
has been restrained from using the 
names Joy, Joys, Joy-ettes, Joy- 
teens, Joy Kicks, or any similar 
names as brand names for shoes, 
and from the use of the word Joy 
in its corporate name. 

The use of these names, the 
court found, has caused confusion 
in the trade, was damaging to 
Joyce’s business, and constituted 
unfair competition. 


Insurance Admen to Meet 


The Life Insurance Advertisers 
Association and the Institute of 
Life Insurance will sponsor jointly 
a two-day public relations forum 
at the Hotel Commodore, New 
York, March 30-31. The forum 
will be held immediately follow- 
ing the Eastern Round Table of 


in Savannah 


. .. and in the homes of 


over a million people, in 79 
counties, of the great 
Georgia-Carolina seaboard 
market. 


"g 


AFFILIATE 


6830KC - SOOO WATTS - FULL TIME 


the Life Insurance Advertisers 
Association scheduled for March 
29 at the Hotel Commodore. 


Offers Special Days Info 
The United States Department 
of Commerce has compiled a list 


of specially designated days, | 


weeks and months in 1948 to aid 
business-men in coordinating ad- 
vertising and other promotional 
plans with such events. Similar 
lists were published from time to 


tinued. during the war. Copies 
are available at 10 cents each 
from the U. S. Department of 
Commerce, Washington 25, D. C., 
or from its field offices. 


Gets Anjou Account 


The Muriel Johnstone fashion 
division of Hixson-O’Donnell Ad- 
vertising, New York; has been ap- 
| pointed to handle advertising of 
Devastating Parfum by Anjou) 
| product of Campana Sales Com- 


Names Hicks & Greist 
Churchward & Co., West Haven, 
Conn., steel boat builder, has ap- 
pointed Hicks & Greist, New York, 
as its agency, effective March 1. 


WMPS Plans New Home 


Station WMPS, Memphis, will 
occupy the entire third.floor of 
Radio Center building which the 
Walgreen Company proposes to 
build at Main and Union at a cost 
of more than $600,000. This build- 


store building that was destroyed 
by fire last Mapch. 


Bluebird Sets Drive 


The Bluebird division of Pretty 
Products, Inc., Coshocton, O., 
plans to spend approximately 
$100,000 during 1948 on the new 
Bluebird nursing unit. In addi- 
tion, the company will place ads 
in national magazines for its swim 
caps, Division Belle and Sea Siren. 
The agency is Gibbons - O’Neill, 


time until 1943 but were discon- | pany, Batavia, III. ing will replace the Walgreen | Inc., Cleveland. 
LENORE fog 3 p2 . . Seas 


2001 CALUMET AVENUE - CAL. 4137 


“We Like ‘em Big!” 


Sure! You're probably skeptical, too, as to what kind of punch this “guy” could 
swing with so much fistic impedimenta . . . BUT, when it comes to advertising illus- 
trations, the bigger they are the harder the punch—according to the statements of 
73.4 percent of a sizeable cross section of the nation’s readers. ‘We like ‘em big”, 
they told the interviewers . . . Judging from current advertising, a large percentage 
of advertisers are not only convinced of this fact but of another—that you can't 
do business with a reader's mental reactions unless your pictorial idea is ex- 
pressed as sharply, as crisply and as truthfully as fine engravings alone can 
do it . . . You'd be surprised how many of them use Rogers month after month! 
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The above quote is typical of the hundreds of enthusiastic comments we have received 


_ on the value of the Sales Operating Controls. Hearst Advertising Service and the papers 


we represent worked to make these Sales Operating Controls as complete, as valuable, 
as useful a marketing tool as we could devise. From the evidence (a few of which are 
reproduced below) we feel we have succeeded. These Sales Operating Controls—one for 


each of nine big markets — contain complete and specific marketing information, 


mapped, charted and classified for every day use by sales and advertising executives 


in practically every product classification. 


= 


In reading these comments you may find a suggestion for the successful use of one or 
all of the nine Sales Operating Controls... in your business. Hearst Advertising Service 


will be glad to show you any or all of them. 


TRAVELLING BRANCH SUPERVISOR 


“The most astonishing and constructive 
job we have ever seen—we spent 
several weeks in one market seeking 
information which would have been immediately 
available from your Control book.” 


FOOD COMPANY WAGON JOBBERS 


“We plan to set up sales operation with your 
Control. tools, with which we will handle all 
our distributors and direct sales. We are 
breaking down volume for each of the sales 
divisions you have and are setting up a little 
department to analyze each district and our 
sales activities in them.” 


LARGE FOOD BROKER 


“By far the biggest contribution any newspaper 
has ever made to the food business in the city— 
not only will I use it as a base of operation 
for my salesmen, bit it will be exceptionally 
useful in discussing the markets 
with principal clients.” 


IMPORTANT BAKING CORPORATION 


“This is the finest and most complete book 
relative to Sales Operations in this market 
that I’ve ever seen.” 


BIG DAIRY 


“This is the most exhaustive and actually 
usable market analysis I have ever seen—I can 
think of innumerable ways in which 
we will use it.” 


{ype 27 
BENS 


oh, 
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ACCOUNT EXECUTIVE 


“These books will be a working basis for 
us in our future campaigns. The detail 
breakdown of communities, retail outlets, 
and economic divisions will prove to 
be very useful.” 


V. P.—MERCHANDISING DIRECTOR 


“The local publisher is in the best position 

to know the most about his local conditions 
... your publishers have done outstandingly 
good jobs that will be helpful to advertisers.” 


MEDIA DIRECTOR 


“Now that we are aware that such vital 
information is available for so many 
important markets we are going to put 
this time and money-saving 
sales tool to work.” 


DIRECTOR OF RESEARCH 


“One of the features of this study which 
enhances its value to us is the manner in 

which it is kept up to date. We shall put 

these manuals to work at every opportunity.” 


LEADING AUTOMOBILE MANUFACTURER 


“Your Sales Operating Controls are the 
most practical, useful contribution to 
better marketing that I have ever seen 
produced by any newspaper, or newspapers.” 


LARGE AUTOMOBILE GROUP 


“We consider this so well done that we 
expect to use it as sort of a sales Bible 
for our expansion programs, etc.” 


GASOLINE COMPANY 


“Your Control gives me: market facts which to 
the best of my knowledge have never 
before been available to sales managers.” 


AUTOMOBILE DISTRIBUTOR 


“Just what I needed in revamping sales 
areas—am "phoning our Eastern 
Sales Manager to be sure he sees it.” 


KEY ELECTRICAL MANUFACTURER 


“These Controls are one of the most comprehensive 
and detailed studies of market possibilities 

which I can recall—it will certainly be of value to 
our sales managers and to anyone interested 

in markets or marketing research work.” 


LARGE RADIO COMPANY 


“Within a few months your Control will be 
a daily factor in our sales operation.” 


REFRIGERATION MANUFACTURER 


“These books will be of top value in our study 
as to whether our own sales organization 
handles refrigerators or whether we use 
distributors—they are the best things we have 
seen, enabling us to visualize our own 
potential markets.” 


LEADING RADIO DISTRIBUTOR 
“TI have never before seen anything near as - 
complete, as thorough and as helpful as this 
Sales Control. I have a most difficult time retaining 
copy on my desk as every member of our 
executive structure is constantly borrowing it.” 


VFR ye 


| at \ 


ADVERTISING EXECUTIVE—DRUGS 


“T have never conceived of as complete a 
marketing analysis job as you folks have 
created; unquestionably it’s the best 
thing I’ve seen—I want the top officials of 
accounts I handle to see this.” 
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WIDESPREAD RETAIL CHAIN 
“Tn our expansion plans these Controls give us__.. , 
the best market visualization we have ever seen; 
we want to use them in each city where 
you have them.” 


MAJOR DRUG COMPANY 
“We are holding meetings now and 
working to set up our business in ‘X’ city 
from this Control. This is a tool we 
have long hoped to find.” 


PAPER MANUFACTURER 
“We are using these Controls to re-break BS 
sales divisions and set up new sales divisions 
in an expansion program.” 


ad DIVISIONAL. MANAGER —LIQUOR 
: “You have done more to aid business 


in this market than anyone. The Sales 


Control is invaluable to me.” ; 
PAINT COMPANY 


“Your Sales Control has not only given me a 
broader perspective of our Sales potential in 

this market, but has given me an opportunity to 
re-educate my men in the value of their 


LIQUOR SALES MANAGER 


“This is wonderful! I’ve spent weeks 
trying to figure out the most efficient and 


GINGER ALE 
“This sort of help from an organization 


fruitful territory re-assignments for 
“my salesmen. This Control solves 
my problem.” 


respective territories, many of whom are 
veterans in the field who feel they can’t be told 
anything about the paint business.” 


such as yours is of real value in analyzing 

sales performance and we shall use it to 

the maximum advantage.” STOVE MANUFACTURER 

“The completeness of your Sales Controls ih 
the market in which we operate are 


already proving themselves of 


ey” pais terrific aid in our post-war efforts.” 


ise? , 


BEVERAGE MANUFACTURER 


“Your control is made to order for my 
job of reorganizing our Sales setup and 
re-allocation of routes and potentials.” 


LARGE BANK 


“All of our top executives were 
informed that this was a sales 
analysis that must be read and studied 
by each of them—with it they will 

be better able to advise and work 
with manufacturing clients.” 


PROMINENT BREWER 


“Few things that we have had here have aroused 
the interest and enthusiasm of all concerned as 
did your Sales Control. We believe our working 
with them and using them will result in added 
sales and more thoroughly planned coverage.” 


at Oh a So ee os ee 


Herbert W. Beyea, General Manager 


959 8th Avenue, New York 19, N. Y.—Offices in principal cities 
Representing. 

| Boston Record-American Advertiser 

Albany Times Union 

Los Angeles Examiner 


Chicago Herald-American 
Seattle Post-Intelligencer 


New York Journal-American 
Baltimore News-Post American 
Pittsburgh Sun-Telegraph 

San Francisco Examiner 
Detroit Times 
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CHUM, Toronto, Adopts 
_ Profit Sharing Plan 


To the Editor: ApverTiIsiInc AGE 
will no doubt be interested in 
knowing that CHUM has now in- 
troduced a profit sharing plan ‘for 
its employes. We believe that 
CHUM is the first radio station in 
Canada, and possibly in North 
America, to adopt a profit shar- 
ing plan. 

At CHUM’s present rate of 
progress, each employe stands to 
receive a share of profits equiva- 
lent to 20% of his or her earnings. 
As a further incentive, employes 
will also share an additional 10% 
‘of all station revenue exceeding 
the station’s 1948 sales quota. 

CHUM’s basic wage standards 
have been higher than the U. S. 
average and considerably better 


This department is a reader’s forum. Letters are welcome. 


than the average for Canadian 
stations. This new plan further 
establishes this station as one of 
the most progressive in Canada. 

Credit for the introduction of 
the profit sharing plan goes to 
Station Manager Rolly Ford, who 
spent many months working out 
the details of the plan so as to 
produce the maximum benefits to 
all employes, irrespective of their 
scale of income. 

CHUM’s staff proposed a hearty 
vote of thanks to Rolly Ford and 
the owners of the station, for their 
foresight in introducing this 
highly remunerative plan. 

DeNIs J. OLORENSHAW, 
Publicity Director, Station 
CHUM, Toronto. 

[Editor’s Note: Canadian law 
apparently permits larger profit 
sharing percentages than U. S. 


Treasury regulations. Here profit 
sharing plans are usually re- 
stricted to a maximum of 15% of 
individual earnings.] 

- a. ae ° 


Coincidences Continu 


To the Editor: As you can see 
from the enclosed, it’s dog-eat- 
dog in Philadelphia, too. ~ 

Having originated the German- 
town Saving Fund ad, we thought 
the similarity of the PSFS one 
was‘rather “pointed.” 

MaALcoLm HERTz, 

P. M. Allen Advertising 

Agency, West Chester, Pa. 
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Threshes Out Problems 


Posed by Adams 

To the Editor: It is a tempta- 
tion to want to take sides in the 
discussion over the speech which 


INCREAS 


ADVERTISING 
_ BUDGET 9 


THEIR ENTHUSIASM IS OUR REWARD 


“Taon’” 


Artkraft* 


dealer signs can make your 


national advertising 5 times as effective— 
can increase your sales 14.6°%/,**. Further- 
more, since they continue working years 
ae after they have paid for themselves — by 
investing only 10% of your advertising 
budget annually in dealer signs, the. fifth 
year you have the equivalent of an appro- 
priation 1!/, times as great as your actual 
expenditure. ; 


We constantly receive unsolicited letters of praise 
for our product from our many customers. They tell us 
that we are producing the finest signs ever and at the 
lowest costs they've enjoyed at any time. 
quarter century we have regularly served leading mer- 


steel. 


lain finish. 
@ No exposed bolts. 


@ Removable streamlined front end permits access for 
servicing without use of tools. 


@ Rugged copper bus bar replaces ordinary cable. 


For over a 


@Cold cathode 


dealer's name panel, 


ments. 


@ First posiitve tube mounting. Tube sections rest on. 
(not against) tube supports, 
centering where tubes enter the sign. 
sightly bushings unnecessary. 

@A heavy duty phosphor bronze spring clip on the 
end of the electrode has a fork-like end opening 
for positive contact with the bus bar and easier 
removal for service. 


fluorescent tube grid illuminates 


chandisers including Westinghouse, Frigidaire, Delco- 
Heat, Shell, A & P, Pittsburgh Paints, Lowe Brothers - 
Paints, Dupont and many others. 

Certified audited records show Artkraft* signs to be 
999/1000 perfect over a period of years. 


THEY LAST BECAUSE THEY'RE MADE THAT WAY! 


Exclusive Underwriter approved features include: 


@ Porcel-M-Bos'd letters raised out of heavy sheet 
75% more attractive and legible. 


®@ All-welded electro-galvanized frame. 
@ Bonderized and baked synthetic enamel or porce- 


a 


= 


roviding a definite 
Makes un- 


eliminating lamp _ replace- 


IMMEDIATE DELIVERY 


Write for literature and instructions on how to set up a successful dealer 


sign program. 


ARTKRAFT* 


THE 


SIGN 


COMPANY 


Division of Artkraft* Manufacturing Corporation 


900 Kibby St. 


SIGNS OF 
LONG LIFE* FOR 
QUANTITY BUYERS 


Y/ 


“Trademarks Reg. U.S. Pat. Off. 
Proved by actual audited research 


Lima, Ohio, U.S.A. 


900 Kibby Street 


Please 


neon signs. 


-THIS COUPON FOR YOUR CONVENIENCE 


ee eee ee cms ee eee ce meee ee 


THE ARTKRAFT* SIGN COMPANY 


Division of Artkraft* Manufacturing Corp. 


Lima, Ohio, U.S.A. 


send, without obligation, details on Artkraft® signs. 
) We are interested in a quantity of outdoor dealer 


( ) We are interested in a quantity of Porcel-M-Bos'd 
store front signs. 


POINTER 


tt takes patience end perseverance to train | 
«@ dog. The same principle applies to suc 
cessful saving. [he deposit you make this 
week may be se smell as to seam scarcely 
werth while. But it is. Make no misteke 
ebeut thet. It's the smell sums saved stead- 
ily thet make the big sum you went... . 
Stop | Think | Seve! 


to get it without 
debt or regret. Al- 
most anything you 
want is “ 


wood” if you have 


in the 


the patience and perseverance to save regularly for ik. 


GERMANTOWN 


SAVING FUND 


Germestown Ave. et Schoo! Lene: Chetten Ave. af Wister 
Member Federel Deposit Inewranee Corporation — 


Marshall Adams did not deliver 
before the Adcraft Club of De- 
troit. But there is danger, in so 
doing, in being diverted from the 
fundamental questions which are 
so vitally important. 

These questions, as I see them, 
are: 

1. Can education through paid 
advertising help save free enter- 
prise? 

2. Is the joint ANA-Four A’s 
program the most intelligent and 
efficient use of advertising for this 
purpose? 

According to reports there are 
two major objectives in this pro- 
gram: - 

1. To explain the merits of the 
free enterprise system; 

2. To point out the defects in 
the system and suggést ways and 
means for improving it. : 

In my opinion the only part of 
the program that makes much 
sense is Part 2. I get the definite 
impression, from reports, that by 
far the major emphasis of the 
program is on Part 1. This raises 
the question of whether it is 
necessary to include so much of 
Part 1 in order to sell and finance 
the program as a whole? And 
this leads to the question of 
whether the net result is an ef- 
ficient, worth while use of adver- 
tising? Maybe it is. I wonder? 

But certainly this is true. Mar- 
Shall Adams is an experienced, 
competent advertising man and an 
intelligent, responsible individual. 
As such his opinions should be 


-'welcomed and studied thought- 


fully by all members of the pro- 
fession. Surely free discussion 
and debate are inherent in free 
enterprise and any effort to dis- 


the whole business. 


in the advertising business. What 
does this mean? I think it means, 
essentially, the ability to look at 
ourselves and our profession ob- 
jectively. This includes the ex- 
posure of some basic fallacies in 
our thinking. One of these is the 
notion that only a superior prod- 
uct can stand up under the spot- 
light of advertising; that ad- 
vertising is the great purifier 
which forces every producer ‘to 
make his product perfect. - This 
is the bunk. We all know that 
advertising can sell almost any- 
thing — from a dangerous patent 
medicine to a dangerous doctrine 
like Hitler’s Nazism and Stalin’s 
Communism. ; 
Another sign of immaturity is 
the notion that our primary re- 
sponsibility is to sell advertising. 
This is not true. Our primary re- 
sponsibility is to sell goods, serv- 
ices and right ideas by means of 
advertising. Moreover, we cannot 
be mature or intelligent until we 
can exercise more restraint and 
discrimination in the things we 
are willing to promote with ad- 
vertising. . . 
It is all very well to get Ham 
|Fisher and other experts in per- 


courage it makes a travesty of! 


Mr. Adams pleads for maturity | 


| year. 
| our own dealers and were design¢ 


of Independence, the Constitution, 
the Four Freedoms and the Serip- 
tures and bring them “down” to 
Joe Doakes’ level of intelligence. 
But I wonder if these experts will 
tackle anything as earthy as ex- 
plaining where the incentive is 
today for a white collar worker 
who repeatedly and continually 
sees his manual labor brother get 
his wages upped. simply. by be- 
longing to a union and going out 
on strike. .. 

One lesson that industrial lead- 
ers should have learned long ago 
is that they get no credit for 
granting gains to labor which are 
forced on them by the unions. If 
the industrial leaders of 50 years 
ago had been smart enough to an- 
ticipate some of the gains which 
labor has made and granted them 
first and voluntarily—there never 
would have been any labor prob- 
lem or any production problem. 
Actually industrial leaders and 
labor leaders are in competition 
with each other for the allegiance 
of the workers. And the labor 
leaders have been winning, hands 
down. Why is this so? Simply 
because most of the knowledge 
and experience of industrial lead- 
ers has been with things and dol- 
lars instead of with people. When 
will management get smart enough 
to find a way to give workers 
some of the things they want (not 
just what management thinks they 
ought to have) and do it before 
those things are wrested from 
them by union leaders? Then and 
only then will a campaign to sell 
free enterprise to Joe Doakes be 
successful. Only then it won’t be 
necessary. He’ll know all about 
it. He’s not so dumb... 

RIcHARD C. SHAW, 
Garrettsville, O. 
7. 9 


Avco’s ‘Tribute’ Ad 


Gets Reprint Requests 

To the Editor: The enclosed 
trade ad entitled—“A Tribute to 
the House to House Salesman—” 
is one of a series of three which 
we ran in the trade press in July, 
August, and September of last 


A TRIBUTE TO 


House-to-House Salesman - 


AND MAY HIS NUMBERS INCREASE / 


DIVISION —~Q70O MANUFACTURING CORPORATION 
CONNERSVTLLE, INDIANA | 
Ps . 
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avertising -Age, 


4 the major appliance industry. . 

Since running this ad, we re- 
eived requests from the Hoover 
Company to reprint the message 
contained in the ad, and I am en- 
losing one of the folders which 
-ney published. 

We have also received requests 
rom Bauer & Black to use this 
nessage; from the Coca-Cola 
Yompany, which is_ considering 
ising it in its house organ, and 
‘rom the Associated Home Equip- 
nent Company in Cincinnati. 

It is difficult to judge just how! 
good any given trade ad is; we be- 
lieve this’ one was mighty effec- 
tive, or was the message just ex- 
ceedingly timely? 

CHARLES A. REINBOLT JR., 
Advertising and Sales Promo- 
tion Manager, American Cen- 
tral Division, Avco Mfg. Cor- 
poration, Connersville, Ind. 


oe 
Vacationers Win Esteem 
To the Editor: The attached is 
rather refreshing, in these days 
and times, and it makes us wish 
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tyra ware 
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This Year 
. Bene tens 8 tape Per G0 weelen, Hf haus e dey 
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Closed Sunday’ Eve, Jan. 18 at 7 P.M. 
Reopen Monday Morn, Feb. 2 at 7 A. M. 


So- Goodbye and Good Luck! _ 
vse" THE TALBERTS “scr 
that more of us might have the 


intestinal facilities for doing like- 
wise. 


JOHN L. Fort, 
President, Fort & Co., 1 
lotte, N. C. 


. ee cee 
Kroger Announces Cut 


in Bread Prices 

To THE EpiTor: BELIEVING THAT 
REDUCTIONS IN COMMODITY PRICES 
SHOULD IMMEDIATELY BE PASSED ON 
TO THE CONSUMER THE KROGER 
COMPANY ANNOUNCES A ONE CENT 
PER LOAF CUT IN BREAD PRICES EF- 
FECTIVE Monpay, Fes. 9. THE NEW 
PRICE IS TWO LARGE ONE AND ONE- 
QUARTER POUND LOAVES FOR 27 
CENTS. THE KROGER COMPANY OP- 
ERATES 2,500 RETAIL STORES IN 18 
MIDWESTERN AND SGUTHERN STATES 
SERVING A POPULATION OF 35,000,- 
000. KROGER BREAD’SALES IN 1947 
WERE APPROXIMATELY 143,000,000 
LOAVES. 

JOSEPH B. HALL,’ 
PRESIDENT, KROGER COMPANY, 
CINCINNATI. 


v. We. <% 
Suggests A Business 
Reply Card Idea 

To the Editor: Because I believe 
many of your readers may be in- 
terested, I am sending you a copy 
0! a letter I have just sent to Mr. 
C. A. Bethge, chairman of the 
board of the National Council on 
Business Mail, Inc. It says: 

“Why must a business reply 
“rd, or envelope, destined for 
avmail use carry that distinctive 
e-ging in two colors? 

“The cost of the second color is 
 iportant to large users of direct 
nail who employ airmail business 
reply cards, or envelopes in huge 
q ‘antities. 

‘Why not just one color? This 
° e color could be either red or 
5 ue, as the Post Office prefers! 

“What can be done to bring 

out the change suggested?” 

Geo. J. ZAHRINGER, 

Assistant Vice-President, Com- 

merce Clearing House, Inc., 

Chicago. 


>? 
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Annual Outdoor 
Art Judging Set 
for Feb. 17-18 


Cuicaco—Selection of the best 
outdoor advertising posters of 1947 
will bé made here Feb. 17 and 18 
by 11 prominent agency and ad- 
vertiser executives. 

Hundreds of entries have been 
submitted for the 16th National 
'Competition and Exhibit of Out- 
door Advertising Art, sponsored 
by the Art Directors Club of Chi- 
cago. Both 24-sheet posters and 
painted bulletins will be judged, 

For the first time, judging and 
awards will be made by product 
classification .in the .24-sheet 
group. Classifications are: Auto- 
mobile; automotive accessories; 
foods; confections; beer; wine and 
liquor; gasoline and oil; soft 
drinks; miscellaneous, and local 
business. Deadline for entries is 
Feb. 14, at 515 S. Loomis St., 
Chicago 7. 


The judges include: A. H. Cap- 
erton, advertising manager, Dr. 
Pepper Company, Dallas; C. L. 
Ostrom, advertising manager, 
Morton Salt Company, Chicago; 
E. L. Weber, sales promotion man- 
ager, Glidden Company, Cleve- 
land; F. G. Strobel, art director, 
Ruthrauff & Ryan, Chicago; Wal- 
ter K. Nield, vice-president and 
art director, Young & Rubicam, 
New York; Fred Glauser, art di- 
rector, Honig-Cooper Company, 
San Francisco. 

Also: Burton Wyatt, president, 
Burton E. Wyatt & Co., Atlanta; 
Rene Clarke, vice-president, Cal- 
kins & Holden, New York; George 
Oliva, advertising manager, Na- 
tional Biscuit Company, New 
York; Carl E. Rogers, advertising 
manager, Fred W. Amend Com- 
pany, Chicago, and N. F. Lawler, 
director of advertising and sales 
promotion, Nash Motors division, 
Nash-Kelvinator Corporation, De- 
troit. 

. Award-winning entires will be 
exhibited at the Marshall Field & 


Co. Loop store until March 18, 
when awards will be formally 
presented to entrants. 


‘Grocers: Spotlight’ 
to Have Three Editions 


Grocers’ Spotlight, grocery trade 
bi-weekly newspaper published 
by Shamie Publishing Company, 
Detroit, will be issued in three 
separate state editions—Michigan, 
Ohio and Indiana. Offices have 
been opened at 844 Engineers 
building, Cleveland, as Ohio head- 
quarters, with the first issue of 
the Ohio edition scheduled for 
March 19. Indiana offices will be 
located in Indianapolis and the 
first issue of the Indiana edition 
will be out June 25. The news- 
paper originally covered only 
Michigan. 


Joyce to Open PR Firm 


Fred Joyce has resigned as ad- 
vertising and publicity director of 
Hilton Hotels, effective in March, 
to open his own offices as public 
relations counsel in Chicago and 
Hollywood. 


Chilton Names Hotveldt 


Burton E. Hotveldt, formerly 
sales promotion manager of Black- 
hawk Mfg. Company, Milwaukee, 
has been appointed regional busi- 
ness manager of the automotive 
division of Chilton Company, 
Philadelphia. He will be adver- 
tising representative of Motor Age 
and the Chilton direct mail di- 
vision in Chicago, Wisconsin and 
Minnesota, making his headquar- 
ters in Chicago. He also will rep- 
resent the Commercial Car Jour- 
nal,in a portion of the territory. 


Katz Joins WCAU-TV 
Martin Katz, formerly advertis- 
ing manager of the News Reel 
Laboratory, Philadelphia, has 
joined the sales staff of WCAU- 
TV, the Philadelphia Bulletin 
television outlet. ; 


Bernard Lester Retires 

Bernard Lester has retired as 
assistant manager, headquarters, 
industrial sales department, West- 
inghouse Electric Corporation, 
Pittsburgh, after 43 years with 
the company. 
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THE 


PROGRESSIVE 


DEALER 
INFLUENCE 


A sacional survey among sporting © 


goods dealefs asked 


Which sportsman’s magazine do sport- 
ing goods dealers turn to for sUBEeS, 
. good 


tions regarding .. 
The dealers’ first choice 
gin was Field & Stream! 


The proof of a mag 


wer is in the retail store. That is the 


ocal point of any sale. 
the sale is finally made. 
zine induces dealers to 

merchandise advereiesd 


that’s progressive publishing! 
Field & Stream has this influence on 


sporting goods dealers. 
know their best custome 
sportsmen—the type of 

teld & Stream. 


Field & Stream’s dealer influence is 


hey know that mer- 
chandise advertised in Field & Stream 
sells faster and gives them quicker turn- 
over. That's progressive publ 


easure it 


Field & Stream is America’s Number One 


Sportsman’s Magazine 


the question, 


s to stock . 
by a wide mat- 


azine’s pulling 


That is where 
When a maga- 
ush and display 
in its pages— 


These dealers 
rs are top-flight 
men who read 


eadership . 
come of subscribers ’ 
studies . 


ishing! 


the result of the most progressive pub- sponse . 
lishing vision in the sportsman’s mag- editorial 
azine field! results, 


Te 
Puce T om 


. editorial content .. . in- ° 

. . reader desire 
. reader service . 
+ - publishing leadership . 

s prestige . 


SHHAKANUA UP UW AoW CHITIee 
TAYCHOT Fee ACh AH ABHH ED Ht 


In addition to dealer influence, Field & 
Stream can be measured by many other 
ardsticks—circulation . . 


. advertising 


MAGAZINES.’ 
. reader re- 


‘ sales 


THE 
POINT-OF-SALE 
FOR MORE THAN 
600,000 
TOP-FLIGHT 
SPORTSMEN! 


The most important mea- 


surement of any. maga- 
zine is—“‘soles results". 
Sales results is the reason 
more advertisers used 
more space in Field & 
Stream in 1947 and for 
the past 37 years than in 
any other sportsman’s 


— magazine! 


GET YOUR FREE COPY of this dealer 
survey! Booklet—" DEALER INFLUENCE 
ENJOYED BY SPORTSMAN’s CONSUMER 
* Covers completely, im- 

partially, the subject of dealer influence 
in pushing one brand over another. 

Phone or write to any Field & Stream 


office for your FREE copy. 
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Request Congress 
toInvestigate § . 
New Export Rule 


Cuicaco—The Export Managers 
Club of Chicago has called for a 
congressional investigation of the 
Commerce Department’s new ex- 
port licensing policy. 


participation by an exporter. Ex- 
porters have charged that Con- 
gress only intended to diminish 
certain black market activities, but 
that the OIT ruling im effect puts 
price ceilings on exports. 


NAAN Adds Ronalds 


Ronalds Advertising Agency, 
Montreal and Toronto, has been 
elected a member of the National 


In a telegram to Sen. Wherry | Advertising Agency Network, be- 


(R., Neb.), chairman of the Sen- 
ate small business committee, J. L. 
Cunningham, club president, said 
the new policy is contrary to the 
will of Congress. He declared that 
it would hurt exporters without 
materially aiding the public wel- 
fare. 

Under the new policy, con- 
tained in a supplemental ruling 
by the Office of International 
Trade, no export shipments to 
Europe and certain nearby coun- 
tries will be permitted without 
individual licenses, based on price 
criteria. 

Licenses previously had been is- 
sued on. the basis of prewar trade 


ASK YOUR 
\WAAT MAN 
ABOUT 


WATV 


SERVING NEW 
JERSEY AND 
METROPOLITAN 
NEW YORK! 


New Jersey's 1° Station 


WATV 


NEWARK-NEW JERSEY 


| 


coming the first agency member 
outside the U. Ss. 


Airs New FM Station - 


Station WHO-FM, operated by 


the Central Broadcasting Com- 
pany, Des Moines, went on a daily 
schedule from. 3-9 p.m. Feb. 1. It 
is the first FM ‘station in Des 


Moines. The station operates on) 


100.3 megacycles. 


Ambrose Joins BSF&D 


John Ambrose has joined the 
traffic department of Brooke, 
Smith, French & Dorrance, De- 
troit. 


Joins Geare-Marston 


William Y. E. Rambo, formerly 
sales promotion manager of Sta- 
tion K¥W, Philadelphia, has 
joined the public relations staff of 
Geare-Marston, Inc., a 
agency. 


Joins Jam Handy ‘ 

John G. T. Gilmour, formerly 
with H. D. Justi & Son, Inc., has 
joined the motion picture produc- 
tion department of Jam Handy 
| Organization, Detroit. 


avertising Age, 


Self Lok to Hilton 


Self Lok Corporation, Ney 
York, has named Peter Hilto ,, 
Inc., to handle its advertisir, z, 
Business papers will be used 5 
promote the company’s self-loc - 
ing coin boxes to the automai c 
machine industry. 


Gets Reaction 
Reaction Motors, Dover, N. .,, 


aircraft engine builder, has nam: d 
William Von Zehle & Co., New 


eoruary 


York, to handle its account. 


SERVING the five-state “Gulf South” area with natural gas, United Gas 
Corporation has more than a passing interest in industrial development 
of the region. To accelerate this-development, alert United Gas is tell-. 
ing management about the advantages of locating in Dixie. 

One of United Gas’ “spokesmen” is Business Week. As a BW adver- 
tiser for nine years, United Gas knows that its message in BW reaches 
a higher concentration of Management-Men than any other general 
business or newsweekly magazine. Plant location is a management deci- 
sion, based upon management’s consideration of the merits of various 
locations from the standpoint of their ultimate production and market- 
ing aims. United’s advertising dollars spent in BW “work harder,” pro- 
duce more, because BW offers advertisers who want to reach Manage- 
ment-Men a minimum of waste circulation. 


WHEREVER YOU FIND IT, YOU FIND 
A MANAGEMENT-MAN ... WELL INFORMED 
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Eldridge Named Partner | 

William C. Eldridge has been 
made a partner in Booz, Allen & 
Hamilton, businéss surveys and | 
management . counsel, and has| 
peen named resident partner in| 
‘he Los ‘Angeles office. 


Wittner Ups Rosenbach | 


Ella A. Rosenbach has been ap-. 
pointed office manager of Fred 


White Appoints Lamb 

Hal Lamb, formerly account ex- 
ecutive of. Station KYW, Phila- 
delphia, has been appointed direc- 
tor of radio and television of 
Charles A. White Agency, Phila- 
delphia. 


Ruddy Adds Grant 


Duncan G. Grant, formerly an 
account executive in the Toronto 


|Four A's Adopts 
New Code for 
Art, Photo Work 


New YorK—A new code of 
standards of practice in handling 
_art work has been adopted for the 
'American Association of Adver- 
| tising Agencies by the operations 


Wittner Advertising, New York. office of Ruthrauff & Ryan, has Committee of the Four A’s board 


She will continue to be in charge. 
of traffic. 


joined the sales staff of E. L. 
Ruddy Company, Toronto. 


‘of directors. 


The new code, 


overhaul of standards previously 
adopted by the association in 1921, 
was drafted by a special commit- 
tee, headed by Deane Uptegrove, 
vice-president of Alley & Rich- 
ards, New York, and _ former 
president of the Art Directors 
Club of New York. 

The original Four A’s standards 
have been expanded to deal with 
photographers and photographs as 
well. as artists ahd art work. 
Strong emphasis is placed on clear, 


an extensive | fair and business-like agreements 
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between the buyer and supplier 
in the revision. 

Some of the standards adopted 
by the Four A’s are: An artist or 
photographer should not be asked 
to speculate with or for an ad- 
vertising agency and should not 
be expected to suffer any loss that 
is due to poor judgment on the 
part of the agency; dealings with 
an artist or photographer should 
be conducted only through an art 
director or art buyer. 


Kielty Becomes Partner 


John J. Kielty, formerly Chi- 
cago district manager of Jam 
Handy Organization, has become a 
‘partner in Poetzinger - Dechert, 
Chicago, merchandising counselor. 
The company’s name has been 
changed to Poetzinger, Dechert & 
Kielty. ; 


Paint Group Elects 

G. C. McEwen, president and 
general manager of the Imperial 
Varnish & Color Company, To- 
ronto, has been elected president 
of the Canadian Paint, Varnish & 
Lacquer Association. 


How to Sell 
Latin America 
More of Your 
Radios and 

Home Appliances 


P Use 
Rapio y Anricutas 
Euecreicas 


aud get these 
EXCLUSIVE FEATURES 
1 Speed 


Only RADIO Y ARTICULOS ELECTRICOS 
is delivered by air—gets your ads de- 


livered in 5-8 days instead of 3-9 
weeks. Published monthly. 


2 Reader Tuterest 


Only exclusive Radio and Appliance 
trade journal published in Spanish. Full 
of local news and usable sales and 
service information. 


3 


Only publication completely covering 
all the important retailers, wholesalers, 
importers and manufacturers in the field. 
Circulation 9003. 


For illustrated brochure and 
complete details contact 


Y ARTICULOS ELECTRICO © 


CHICAGO, 309 W. Jackson Bivd., Wabash 1106 
| NEW YORK, 122 East 42nd St., Mu. 3-6271 
GLENDALE, CAL., 227 Spencer St.,Citrus 1-1-507 - 


| RADIO 
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MORE CUSTOMERS 
FOR YOU 


Second Paper 


Fourth Paper 
23% 


16% 


Third Paper 
19% 


42 of every 100 New Yorkers who 
read a metropolitan evening news- 
poper read the Journal-American 
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That is why the Journal - American 
leads the second New York 
newspaper more than two-to-one in 


retail food advertising 


HERE is no surer way of winning acceptance for your 
product than by winning the interest of families .. . 
in the home. Families mean business. And the more 


families reached the more business for you. 


New York retail food advertisers know the value of thor-. 


ough home coverage. That’s why they concentrate their 
advertising in New York’s largest evening newspaper. 


In 1947 retail food merchants used more advertising in 
the New York Journal-American than in any other metro- 
politan newspaper. Totals for the year show the Journal- 


American published more retail grocery advertising than 
_ the next two evening papers combined . . . and more food 
linage than the entire morning field. 


To move merchandise you need customers. The Journal- 
American delivers 42 of every 100 families that read a 
New York metropolitan évening newspaper . . . 700.000 
customer-families that mean real business for you. 


YOUR STORY STRIKES HOME IN THE 


— 


1947 Retail 


Food Linage 


New York 


Evening Papers 


170,816 176,553 


122,883 


Paper 


381,233 


° 


2nd = =s Journal- 
Paper American 


3rd 


NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 
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Coal Group te McKim 


The Canadian Coal Operators’ 
Association, Ottawa, has appointed 
McKim Advertising, Toronto, to 
direct its advertising. 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars to 
spend! If you have food, drinks, cos- 
metics, liquor or any other products 
to sell, the best way to reach the Ne- 
gro is through the Negro papers and 
magazines he reads with interest and 
confidence. Advertising in these pa- 
pers pays big dividends, for the Amer- 
ican Negro is the most loyal customer 
in the world. For full information of 
this great market, write today to 


interstate United Newspapers, Inc., 545. 


Fifth Ave., N. Y., serving America’s 
leading advertisers for over a decade. 


NOTE: We now have facts compiled by the 
* Research Co. of America on brand 
preferences of Negroes from coast to- coast, 
the only study of its kind ever made. Write now 
for this free information. ’ 


Carstairs Credits 
Sales Success 
to Newspaper Ads 


New York—Intensive news- 
paper advertising during the past 
seven years has put Carstairs 
White Seal whisky in the top spot‘ 
in its price class in the New York 
metropolitan area, according to an 
“Advertising Facts” folder issued 
by the Bureau of Advertising, 
American Newspaper Publishers 
Association. 

During the first half of 1947 
Carstairs told its, story in 1,000, 
400 and 150-line ads. The success 
of this part of the campaign, the 
folder reports, was proved in in- 


|dependent surveys in New York 
|and equally solid sales advances 
|in other areas. With its sales con- 
centrated in 17 states and the 
| District of Columbia, Carstairs al- 
‘lots 80% of its advertising budget 
to newspapers. 


‘western manager of Airports, pub- 


Plans for 1948 call for a news- 


<= 


paper space schedule 30% above 
last year’s, the folder says. G. 
Allen Reeder, Carstairs’ advertis- 
ing director, declares in the folder 
that “with newspapers advertis- 
ing pressure can be kept consist- 


ent with the sales pressure, as|- 


well as the distribution gains, in 
each market.” 

Carstairs’ agency is Lennen & 
Mitchell. 


Panef Names Wakefield 


James -C. Wakefield, formerly 


lished by Haire Publishing Com- 
pany, has been appointed sales and 
advertising manager of Panef Mfg. 
Company, Milwaukee, manufac- 
turer of precision-made hardware, 
sporting goods -and automotive 
equipment. . 


White Names Metcalf _ . 


Maxham Metcalf, formerly man- 
ager of the mechanical production 
division of Geare-Marston, Inc., 
has been appointed production di- 
rector of Chas. A. White Jr. & Co., 
Philadelphia agency. 


SONOMA 


Everybody says this is 


"THE COMING EMPIRE OF AMERICA” 


eS ¢€-?"'2.8 


WATIHONALULY 


CONTRA 
COSTA 


ALAMEDA 


SANTA CLARA 


by which they mean that it is the focal point of an 


amazing and permanent trade development... 


Since 1940 these nine counties have grown faster in 


population than any other similar community in the 


United States... 


EX A 


Advertising 


How YOU Can 


recommended. 


Need have ated, been hipped 
try maetert of 

food nthe 
The- tmpgest need ht nee 5 
4 Mewere: the emprens on the 


3 You church... Dit hes a callechon group. 


‘The biggest part of the adaption program is te SAVE A CHILO. Tha is whew we hove 
teen ew rte ee! cath & world-wide ergemsstion bnew ox the SAVE 
THE CHILDREN FEDERATION « gang to edmenster ow hands  Fougeres 


Fe 996 00 6 yee you it prove « chid with « complete eutlit of clothung thee. supe 


Get + grove of which yew we 0 
3 Cute, | Users 
Factory, Sundey Scheel, Church, Cole. 


Many calls have come in from smaller communities in the 
county, asking how they may help. This is an orea enterprise and 
everyone is invited to share his abundance with these new friends 
in France. The clothing and “adoption” programs are perticwlarly 


ge, Feoruary 10, 


Help Fougeres 


it is now time for us to turn our wonderful enthusiasm for 
“adopting” Fougeres into action. The immediate needs are food, 
clothing, money. Three weys to help are shown below. 


Heary Ford, Jr., Cheirmen 
Glenn Stewart, Exec. Director 


OD 


store watt the and of the manth Your grace: is pedeming this eevee! 
ethout proht ond ha help a gitaty appar cies 


| LOTHING 
“Share What You Wear With Fougeres”’ 


GOOD QUALITY, WEARASLE ind SERVICEABLE garments, both aunter and wmme: weghts, we wont 


Woolen Overcoass and Suits Sweaters Sox Infants’ Wear Shirts Stockings ~ Soap 
Underwear Skirts Bedspreads . Dresses Trousers Blankets Towe|s 
AN washable snr shauid be lasndered Ores tems oil be dy deaned whens late beers oping 
WHERE TO TAKE IT SUGGESTION 
1 Any ten tslian in dy so a sa 2h ae i 
Fevgores Clothing Hesdmuarten. This a on the Bad fees ol the telemasee 
9 Stowe & Funace Retes Store fhermerly Leath uj at comme: of Portage and £ 
Machgen. Une sna: entrance, Mow: 9:00 4. m. te 5:00 p.m 


“ADOPT” A CHILD OR A SCHOOL ROOM 


Serial oe etm comation. Yow eacy este yw did ond dovalag 0 waler 


Fer $190.00 + yea, you con spencer « schoo! room of WO childhen. provide thoes ond 
wches! wuppher te -egged chadven whe otter ut on Mees @ enhested leer. wihet 


WHAT YOU CAN DO! 


1 “dag one @ mare cildeen peunall, on 4 em. 


2 “Adapt” 4 “part of a chad” by posing vow awn manny with thet of « hiend wo lemiy qreup. 


mamboe: to adopt thi den @ eam These may be uch os 
Yow Other, You Plant Oepartment, Yow Schea! w Schoo! Clan? T A. Stew, 


4 No omount is tes small $4.00 will beep one chid « month o>  FEOO one weet. 


Mail Checks, Money Orders, or Mohey to 


KALAMAZOO-FOUGERES COMM. 307 COMMERCE BLDG. 


tributions of food, clothing and money, 


This page is given by 


FOLLOW-UP—Kalamazoo and vicinity, which recently "adopted" the community 
of Fougere’s, France, learns how it can be of concrete assistance through con- 


via this cooperatively-sponsored | ,000- 


line ad in the Kalamazoo Gazette. 


Names Falkenhagen V.P. 


Lioyd J. Falkenhagen has been 
elected vice-president and general 
manager of Joseph Stokes Rubber 
Company, Welland, Ont., with 
which he has been connected since 
1926. 


To Schneider, Cardon > 


John C. Walsh, formerly with 
James Fisher Company and Mc- 
Kim Advertising, has joined 
Schneider, Cardon, Montreal, as 
an account executive. 


Plastics Group to Meet 


The .West Coast section of the 
Society of the Pkastics Industry 
will hold its annual conference 
and exhibit at the Hotel Biltmore, 
Santa Barbara, Cal., March 28-31. 
The conference will feature a 


merchandising exhibit demon- 
strating the most successful pro- 
cedure in originating, designing, 
advertising and marketing typical 
plastic products. 


Moves Ad Department 


Joy Mfg. Company has moved 
its sales promotion and advertis- 
ing department, formerly located 
at the Sullivan division, Michigan 
City, Ind., to the Oliver building, 
Pittsburgh. ‘ 


Runyon Resigns 

Mefford R. Runyon has resigned 
as executive vice-president and 
director of Columbia _ Records, 
New York. Frank K. White, who 
resigned as _ vice-president and 
treasurer of CBS, is president of 
Columbia. Records. Mr. Runyon 
did not announce his future plans 


For more than 60 years 


THE SAN FRANCISCO 


has been the leading newspaper in its territory 
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N. D. FARM PRODUCTION 
TOPS | 
BILLION DOLLARS 
IN 1947 


| Crop and livestock production 
| averages $10,979 per farm 


The Fargo Forum. is distributing 
47,000 daily and Sunday editions in this 
“good business” market. 


THE FARGO FORUM 


Published Morning, Evening and Sunday | 


FARGO, NORTH DAKOTA 


Affiliated with Radio Station WDAY 


Representatives, Kelly-Smith C« 


\dvertising 
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In additio: 
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Hamm Increases 
Beer Production; 
Invades New York 


St. Paut—Theo. Hamm Brew- 
ing Company’s Preferred Stock 
beer has invaded the _ eastern 
n.arket. Y 

Large-space copy in the New 


york Herald Tribune, Sun and 


Times, annopnced the expansion 
move, unusual at a time when 
nost brewers are concerned pri- 
marily with serving their regular 
outlets. 

The selection of Western Beer 
Corporation, Brooklyn, to dis- 
tribute Hamm’s beer in New York 
expands the company’s sales ter- 
ritory to 39 states as well as 
Alaska, Hawaii and Guam. 

Development of the new market 
was made possible largely through 
a recent $4,000,000 expansion of 
the company and streamlining of 
the existing St. Paul brewery. 
With the new capacity, Hamm’s 
can supply a much larger market 
than has ever been possible in the 
past. 


No Bottleneck 


To date, a company spokesman 
declared, . the threatened grain 
shortage and government alloca- 
tion programs have not affected 
brewing operations. A voluntary 
20% cut in use of corn products 
was made, it was pointed out, 
while malt products made from 
barley have been increased 10%, 
in line with government pro- 
posals. 

Extremely cold and snowy 
weather conditions also have been 
a major factor in preventing grain 
from being a bottleneck item. The 
unusual weather has retarded beer 


consumption and sales to thé point | 


where Hamm’s and almost all 
other major beer producers have 
thus far been able to supply the 
market. ; 
As to future operations, how- 
ever, company officials will make 
no predictions, other than that 
June and July -will be peak 
months, and much will depend 
upon the government’s actions, re- 
garding grain at that time. 


Also Using Magazines 


In addition to newspaper adver- 
tising, the company is running a 
two-part magazine drive. Copy 
aimed at the class market will 
run in Gourmet and The New 
Yorker, while four-color pages in 
Collier’s, Life, Look and News- 
week, on a year-long basis, will 
carry the appeal to the general 
public, , 

The 83-year-old brewery also 
will tie in a point-of-sale cam- 
paign. Ash trays will be dis- 
tributed to bartenders and. back- 
if-the-bar material will be used 
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extensively. 
Theme of the new promotion, | 
to appear on posters and painted | 
bulletins as well as in all copy, is: 
“Preferred for Mellow Moments.” 
Campbell-Mithun, Minneapolis, 
is the agency. 


Harrison Is Partner 
in Selvage & Lee 
Clifford E. Harrison, former as- | 
sistant to the executive vice-presi- 
dent of the National Association 
of Manufacturers, has become a 
partner in Selvage & Lee, New 
York, industrial public relations. 
Mr. Harrison was a member of 
the executive staff of the NAM 
for 13 years and for two years 
was director of the association’s 
public information progam. 


ARF Elects Warren 

H. M. Warren, vice-president 
in charge of advertising and sales 
promotion of National Carbon 
Company, New York, has been 
elected to the board of directors 
of the Advertising Research Foun- 


dation, New York. 


Sterling Declines Tax . Stephan Readies Drive 


; ; Stephan Products, Inc., Wor- 
Exemp tion in Gulfport | cobter. Mass., will launch a na- 
Sterling Drug, Inc., New York, | tional campaign for Stephan’s 
has waived a five-year exemption | qandruff remover hair lotion with- 
from local taxes in Gulfport, Miss.,| in a few weeks based on the theme 
where Sterling’s Charles H. Phil- | «qandruff disappears—like magic.” 
lips Company division recently| The agency is DuFine-Kaufman, 
opened a new plant. “We intend | New York. 
to pay our fair share of local : 
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Schlueter to Ridgway 
Ridgway Company, St. Louis, 


has been named to direct the ad- . 


vertising of Schlueter Mfg. Com- 
pany, St. Louis. National women’s 
magazines and business papers 
will be used to promote the com- 
pany’s de luxe mop wringer pail 
and other household metalware. 


taxes,” James Hill Jr., Sterling’s 
president, declared. 

“It takes money to run a com- 
munity, just as it does a corpora- 
tion,” he said. “Accordingly, al- 
though the Mississippi legislature 
has just enacted legislation per- 
mitting Gulfport to waive taxes 
on our new Phillips plant for five 
years, I have notified Governor 
Fielding L. Wright of Mississippi 
and Mayor J. W. Milner of Gulf- 
port that we will not take ad- 
vantage of the law.” 


Adds Florentine Urban 


Florentine Urban, formerly head 
of the service department of 
Winkleman’s Department Store, 
has joined the creative staff of 
Wolfe - Jickling - Dow & Conkey, 
Detroit. 


“,., and that’s all you need to write! Everybody knows 
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Solid Cincinnati reads The Cincinnati Enquirer!” 


OTHER HIGH POINTS FOR SPACE BLYERS 


® The Cincinnati Enquirer has the 
largest circulation of any Cincin- 
nati newspaper, daily and Sunday. 


® The Cincinnati Enquirer has the 
lowest milline rate in Cincinnati. 


® The Cincinnati Enquirer carries 
more advertising linage than any 
other Cincinnatt newspaper. 

_ Represented by 

Moloney, Regan and Schmitt, Inc. 
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Farman Heads Schalk 


G. I. Farman, vice-president of 
. Schalk Chemical Company, Los 
Angeles, has been elected presi- 
dent and operating head of the 
company. 


Dillon Promoted 


Phil Dillon, with the Los An- 
geles sales staff of Pacific Press, 
Inc., has been appointed head of 
the organization’s recently estab- 
lished San Francisco sales office. 


Appoints Gilbert 
Smith-Stewart Paper Products, 
Brooklyn, has appointéd Norman 
S. Gilbert Company, New York, 
to handle its advertising. 


Pescc ‘Tool Kit’ 
Highspots Annual 
Report-Making 


New YorK—E basco Services, 
which specializes in annual re- 
ports, has published a booklet 
called “Annual Report Tool Kit,” 
which analyzes the important ele- 
ments of an annual report, ‘and 
shows examples of their treatment 
by various companies. 

Most of the outstanding reports, 
and many of the better institu- 
tional ads of the year are repro- 
duced in its pages, with a tart 
foreword: 

“Few stockholders read annual 
reports ... it is also safe to as- 
sume that few stockholders under- 
stand all sections of annual re- 
ports. ‘Almost one-half of the 
people in the U. S. do not believe 
the figures of business or they 
have a deep-seated suspicion of 
their trustworthiness’ (quoting the 
Controllership Foundation study) 


. . . these findings confirm the 
recognized psychological charac- 
teristic that people believe only 
what they can understand. The 
findings also explain in part why 
so many people are suspicious of 
the system which has produced 
the world’s highest standard of 
living.” 


Superex Now Available 


Seco Company, St. Louis, has 
announced that Superex soda 
fountain units, related equipment 
and accessories, designed origi- 
nally for Rexall Drug Company’s 
exclusive use in its company- 
owned and franchised drug stores, 
are available to other fountain 
and food operators throughout the 
United States. Seco will continue 
to supply Rexall. 


Sets Shoe Fair Issue 


Boot & Shoe Recorder, New 
York, will publish its National 
Shoe Fair issue on April 15, prior 
to the National Shoe Fair, which 
a held in Chicago, April 
5-29. 


Rurally Rich 


MICHIGAN FARMER 


East Lansing, Mich. 


Politically Powerful 


There aren’t many landing fields in Pennsylvania— 

just fields of grain, tobacco, truck crops and dozens of 
. other money crops—942,000 dairy cows, 20,321,840 

chickens. Pennsylvania farm folks do most of their 


diversified farming with two feet on the ground. 


Here’s a mighty good place to look for a big portion of 
tomorrow’s sales—solid, comfortably-fixed farm families 


that live well year after year. Progressive folks 
who buy quality products like yours. 


Go direct to these well-to-do farm families at minimum 
cost in the Pennsylvania Farmer . 


. . the top-favorite 


farm paper of 71% of Pennsylvania’s farmers. 

You'll find they will warm up fast to new products 

that are introduced by this old friend. For information, 
on all 3 papers address Cleveland office. 


OHIO FARMER 
1013-C Rockwell Avenue 
Cleveland, Ohio 


PENNSYLVANIA FARMER 
Harrisburg, Pa. 


Keith Kerby, program dir. of Station KSFO, San Francisco, was 
married to Emily Hubbard of S. F. on Jan. 25 in Las Vegas, Nev... 
Betty Wells, women’s director of KRNT, Des Moines, has been ap- 
pointed a faculty member of the Des Moines Adult Education Pro- 
gram to conduct evening classes in radio technique. . . 

Maurice H. Needham, pres. of Needham, Louis & Brorby, has 
been appointed vice-chairman in charge of promotion of the Chi- 
cago area Red Cross fund drive, which is aiming at $3,000,000. . . 
Harvey A. Scribner, president, and the staff of Russell T. Gray en- 
tertained at a cocktail party Feb. 13 to commemorate the Chicago 
agency’s 30 years in business. . . 

A dinner attended by 250 employes Jan. 30 celebrated the 80th 
birthday, Jan. 31, of F. A. Miller, president and editor of the South 
Bend Tribune. Mr. Miller, at four score years, is at his desk every 
day and writes many of the Tribune’s editorials. . . 

The Artists Guild of Chicago, readying its Green Moth Ball for 
Feb. 21 at the Sheraton Hotel, will give cash awards for the most 
original costumes representing advertising trademarks. Bill Kapche 
of Standard Studios and Bill Clark, Guild sec’y, are handling 
tickets. . . 


LEADER—W. Fred Clark, art director of Gray & Rogers, Philadelphia, leads the 


band and wins the grand prize, $1,500 worth of home furnishings and what not - 


on Sammy Kaye's radio program, "So You Want to Lead a Band.” 


Robert H. Morse Jr., v.p. and gen’! sales mgr. of Fairbanks, Morse 
& Co., Chicago, was in Dallas Jan. 29 for a banquet at which he 
presented a silver cup to Harry J. Renken, Texas district mgr., for 
leading all-branches in sales in relation to quota... 

Speaking of the Premium Association—Charles Wesley Dunn, the 
association’s legal counsel for more than 30 years, was honored at 
a testimonial dinner in New York on Jan. 30... 

A baby boy, William Allen Jr., has arrived at the home of Wil- 
liam Allen Tomlinson, executive v.p. of Tomlinson of High Point, 
furniture manufacturer. .. Dr. Harold A. Strickland, music edi- 
tor in ABC’s publicity department, is a proud grandfather of a baby 
boy, born in Jacksonville, Fla., to his daughter, Mrs. Arthur A. 
Sheddan. . 

Norman Ostby, assistant to Don Searle, ABC’s western div. v.p., 
entered St. Joseph’s Hospital in Burbank, Cal., Feb. 5 for a minor 
operation. Will be back at work in three weeks or so. . . Harold 
T. Allen of the Jordan Marsh Co., Boston department store, is 
teaching courses in window decoration and interior display given 
by the Massachusetts Dept. of Education through the div. of uni- 
versity extension... 

August Busch Jr., pres. of Anheuser-Busch, St. Louis, was in 
Dallas lately to go over plans for the renovation of Hotel Adolphus, 
built in 1912 by his grandfather, Adolphus Busch, .and still in the 
family. . . Samuel J. McGarvey, media dir. of O. S. Tyson & Co., 
New York, has been granted a three-months leave of absence end- 
ing May 1, for recuperation from a recent illness. Joseph A. Horgan 


has taken over his duties temporarily. . . 


W. A. P. John, board chairman of MacManus, John & Adams, 
Detroit agency, has a personal-experience story in the Feb. 7 SEP, 
titled “I have a Scar on My Heart.” It tells how he has learned 
to enjoy life from a wheel chair and be a champion at relaxing. . . 

C. B. Thomas, pres. of Chrysler Export Corp., left Detroit Feb. 
8 by plane for an-extended tour of the Union of S. Africa, Egypt 
and Switzerland to inspect operations of distributors. . . Station 
-KPRC’s 20 years as an NBC affiliate were celebrated with the 
presentation of a plaque to Jack Harris, manager of the Houston 
station, by Easton C. Woolley, network stations dept. director. . . 

A second son, David Rupert, was born Feb. 1 to L. A. Blust Jr., 
commercial mgr. of KTUL, Tulsa, and Mrs. Blust, at St. John’s 
Hospital. . . R. C. Lebret, pres. of the Export Advertising Agency, 
Chicago, has left for a 10 to 12-week tour of South America, to 
contact clients’ representatives. . . , 

Joseph George Hitrec, a copywriter in the export division of Morse 
International; New York, is the winner of the $10,000 bi-annual 
Harper Prize Novel contest for his novel, “Son of the Moon.” The 
book, a story of modern India, will be published by Harper & Bros., 
New York, on March 10... ‘ 

The Oregon Advertising Club has chosen James A. Mount, sales 
mgr. of KXL, Portland, as its president for 1948. . . Vincent L. 
Powers, of the Reuben H. Donnelley Corp., New York, was mar- 
ried recently to Carolyn Elizabeth Miller of Maplewood, N. J... 
A new baby boy, Michael James, born last month, is the reason 
Art Monroe, of the ‘public relations department of J. M. Mathes, 
New York, is passing out cigars. . . . 

S. K. MacNiven, administrative assistant to the president of 
Kudner Agency, New York, recently celebrated his 25th anniver- 
sary in the advertising field, as well as a quarter of a century of 
association with seven of his colleagues. He was feted at a luncheon 
given at the Stork Club by co-workers of the Kudner agency. . . 
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New Car Dealers 
Snub the Buyers; 


‘News’ Proves It 


Detroit—About 70% of De- 
troit’s new car dealers are snub- 
bing the customers, according to 
Automotive News. 

The trade publication reports 
that a survey by a staff member 
_-incognito—revealed that only six 
out of 20 dealers surveyed “re- 
sponded with the regal type of 
treatment that customers took for 
granted before the war,” 

Automotive News gave the other 
14 a poor public relations rating 
for the following reasons: 

1. “Most of them seemed to 
think that anyone wanting to place 
a new-car order in this day and 
age was on the brink of insanity 
if he expected a dealer to accept 
it.” 

Two Are ‘Brutal’ 


2. Many were discourteous— 
“two brutally so.” 

3. Seven refused to take orders 
at all. 

4. Seven refused orders with- 
out a $50 or $100 deposit. 

5. Eight dealers refused to give 
price information. 

6. All 14 refused to quote ex- 
act prices. 

7. In four dealerships, either 
the dealer or his representative 
was “sloppily dressed.” 

Automotive News _ editorially 
condemned the dealers for their 
failure “to take the public into 
their confidence regarding the 
difficulty of allotting a few cars 
to millions of eager and impatient 
customers.” 


Imperial Crystal Gets 
Push in Magazines . 
Imperial Glass Corporation, 
Bellaire, O., will launch<¢its 1948 
advertising “schedule this month 
for Imperial hand-crafted crystal 
with half and full pages in Better 
Homes & Gardens, Bride’s Maga- 
zine, Guide for the Bride, House 
& Garden, House Beautiful, 
Ladies’ Home Journal, Sunset and 
Woman’s Home Companion. The 
campaign will continue through 
June, 
' Gutman Advertising, Wheeling, 
W. Va., is in charge of the ac- 
count. 


Druggists Plan Meeting 

The National Association of Re- 
tail Druggists will hold its golden 
anniversary convention in Atlantic 
City, Oct. 12-16. 
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oe ig SOR oN cow pointed publicity peg Pe ad 
¢ Vv. Bee , istore. Ru wachtman, director 

to David C. Leavell, vice-president | of fashion coordination, special 

and general yor y erie “yt events and display for the past 

veston News and Tribune. Main-|two years, has retired. 

land Publishing Company will) 

publish the Sun. Mr. Leavell will | . 

continue in his present capacity | Lyon Appoints Paul 


with the Galveston newspapers. Howard M. Paul, formerly con- 


alee ae tinuity director of Station WLS, 
Shillito Ups Dworkin 


| Chicago, has been appointed radio 
Irvin Dworkin, formerly base- Cedar 


director of W. D. Lyon Company, 
Rapids, Ia., advertising 
ment divisional merchandise man-' agency. 


Skinner Appoints Agency 
William Skinner & Sons, New 
York, rayons, satins and crepes, 
has appointed Hanly, Hicks & 
Montgomery, New York, to handle 
its advertising. The account was 
previously handled by Ridgway, 
Ferry & Yocum, New York. 


Clark Lowers Price 


Clark Bros. Chewing Gum Com- 
pany, Pittsburgh, has announced a 
reduction of 5 cents a box to deal- 
érs, making the price 55 cents 


instead of 60 cents. The reduc- 
ry Alan F. Clark, president, 
said, 


hour a day production.” 
Institute Names Chase 


The Porcelain Enamel Institute 
has named Dana Chase, editor and 
publisher of Finish, as head of the 
institute’s membership campaign 
for 1948. One of the principal ob- 
jectives of the campaign will be 
the development of a strong as- 


sociate membership group. 


and KXoK portarmeantll 


keeps Food Advertisers 


- 


‘coming back for more” 


KXOK is “one sweet cookie” that hits the spot with 


a Cole Milling Co. 

Dining Car Coffee 

Folgers Coffee Co. 
Forbes Tea and Coffee Co. 
Haase Olives 

Krey Packing Co. 
Manhattan Coffee 

Pevely Dairy | 

Quality Dairy 

St. Louis Dairy 

Tip-Top Bread 

Union Biscuit Co. 

and others. 


*115 daytime counties, 
98 nighttime counties 
according to BMB. 630 


ST. LOUIS 1, MO. e 


_ keeps “em comin’ back for more. 


KC e 5000 WATTS e 


Food Advertisers who have a husky appetite for satisfying sales 
results .. . sales results in the big KXOK family circle* in the 

greater St. Louis market. Many food processors have tried... 
proved ... and renewed on KXOK, advertising hundreds of food — 
products. Yes, indeed... KXOK “proved performance” 


CHESTNUT 3700 
FULL TIME 


Owned and operated by the St. Louis Star-Times 


Represented by John Blair & Co. 
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Harriman Offers 


Hope for Europe 
in Marshall Plan 


Public Relations Men 
Honor P. W. Litchfield 


for ‘Greatest Story’ 


New York—The annual dinner 
of the National Association of 
Public Relations Counsel in the 
Waldorf’s Starlight Roof was 4a 
solemn occasion. 

Discarding an eight-page ad- 
dress which had been prepared for 
him, and with which. he “touldn’t 
agree,” W. Averell Harriman, Sec- 
retary of Commerce, emphasized 
the importance of the Marshall 
Plan for Europe’s recovery and 
the world’s stability. 

“The debate in Congress,” he 

_ Said, “is not on whether we should 
have this program but on how 
much and how.” It would be 
“dangerous to under-finance this 
undertaking.” He found it “im- 
possible to describe the differ- 
ences in the world with the plan 
and without it.” The operation of 
the plan would involve “strong 
sacrifice by every American,” but 
in contrast with the situation of 
the peoples of Europe, “this is ac- 
tually inconvenience.” 


Sees Hope Ahead 

Mr. Harriman found recovery 
increasing in Europe. Crop fail- 
ures last year created additional 
problems in some countries, but 
in most of them “industrial pro- 
duction is at or near prewar levels. 
The only exceptions are Italy, 
Austria. and western Germany,” 
Mr. Harriman said. On the whole, 
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POINT-OF-SALE DISPLAY PRODUCED FOR YALE 


Follow Thru Pays 


Now is the time to employ our counsel and 
services to insure best acceptance, maximum 
use, consistent results. 

We are a Display Agency and cooperate 
fully with your advertising agency to “Pipe- 
in” the force of national advertising. 


FREE! 

36 Pages .. . 420 Pictures 
... an Exhibit of Performance. 
Write for a copy of it Today 
on your business letterhead 


__L. STE 
AND ASSOCIATES, INC. 
> REE sustene: steer 
| CHICAGO 7, ML. 


kmevica s Largest Organization Specializing in Merchandise Presentation 


he concluded, “I have never been | 
so hopeful since V-E Day.” 
Earle Ferris, president of the | 
NAPRC, presented awards for 
public relations achievements to 
Paul W. Litchfield, chairman of 
Goodyear Tire & Rubber Com-. 
pany, for its sponsorship of the 
ABC network program, based on | 
the new testament, ‘“‘The Greatest | 
Story Ever Told;” to Conger Rey- 


and to Glenn and Denny Gris- 
wold, publishers of “Public Rela- 
tions News.” 


Cites Program Problems 
Mr. Litchfield said that the ob- 
jectives of “The Greatest Story” 
are the development of human 
understanding. He described the 
problems in getting the program 
started, through Kudner Agency, 
and cited the cooperation of lead- 
ers of various religious denomina- 
tions. The program had to “avoid 
trespass upon creedal interpreta- 
tion” of the life of Christ, and 
“could not be even slightly tinged 


nolds, public relations director, | 
Standard Oil Company (Indiana),| Jones Company, New York, to 


oy URE aS) cane ame See 


with commercialism. 

“From all walks of life,” Mr. 
Litchfield added, “we have re- 
ceived heartwarming response 
from men and women... and 
from the press.” 

Mark Woods, president of ABC, 
introduced Mr. Litchfield. “, 


Names Duane Jones 


Kiwi Polish Company, Phila- 
delphia, has appointed Duane 


handle advertising for Kiwi shoe 
| polish. 


Furey Heads Peck Radio 

| Charles H. Furey has been ap- 
| pointed radio director of the Peck 
| Advertising Agency, New York. 
| Previously he:-was with Roy S. 
| Durstine, Inc. 


-WHDH Names Clark 


| W. 8S. Clark, formerly manager 
(of the New York office of Howard 
|H. Wilson Company, radio rep- 
| resentative, has been named sales 
| director of Station WHDH, Bos- 
| ton. ° 


Swedish Officials 
to Judge Worth of 
Papers, Magazines 


| §TockHoLM—The Swedish gov- 
ernment will attempt to judge 
which newspapers and periodicals 


. are useful and which do not have 


“lasting value,” when it makes its 

;next cuts in newsprint and paper 
| consumption. 

Because of last summer’s 
| drought, and resulting reduction of 
|pulp and paper output, the govern- 
‘ment is faced with the necessity 
|for imposing limitations, which in 
| some cases may be as much as 
50% of the 1946 allotment. 

If the proposed plan is adopted, 
a basic ration percentage will be 
fixed.. That percentage would be 
allowed to papers “of little news 
value” and those “relying mainly 
on advertisements.” “Light” week- 
ly magazines would obtain an ad- 
dition of 14% above the base, and 
religious, trade union and other 


minimum. 

Total allocdtion for the daili. . 
during 1948 would be about 102 - 
000 tons, some 20% below co - 
sumption in 1946. : 


- 


Bauer & Black Shifts 4 


Bauer. & Black, Chicago, h. ; 
made the following changes in ; ; 
sales staff: C. K. Perkins, former » 
general sales manager, has be: , 
made director of sales; E. |}. 
Brown, formerly sales manage . 
general sales manager; J. L. Mc. 
Conchie, formerly Chicago branc' 
manager, sales manager, and C, K 
Coty, formerly eastern hospita! 
district manager, Chicago branc)) 
manager. ; 


G-E Transfers Simons 


George E. Simons has been 
hamed advertising manager of 
major appliances of General Elec- 
tric Company, Bridgeport, Conn. 
He was formerly manager of ad- 
vertising and sales promotion and 
employee and community relations 
of the General Electric air con- 
ditioning department, Bloomfield, 


economic groups 22% above the|N. J 
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What an Art Director can pick up 


in the Media Department 


The problems of an Art Director differ little from those of an editor— 
both must attract readers. 


Today’s Art Director can pick up 
some highly useful ideas from his 
associate, the Media Director— 
practical ideas in determining the 
most effective type of illustra- 
tions to use. 


For instance, if you will look at 
his current set of Metro’s 26 Sunday 
Magazines, you'll find them literally 
loaded with useful ideas. 


How do we know they’re useful? 
Consider this: for 15 years, accord- 
ing to all available studies, these 


Metro Sunday Magazines have been 
getting the highest average 
cover-to-cover readership of 
anything in print! 


Subject matter and presentation 
must be making sense with mil/- 
lions. And that means 15,000,000 
families, coast to coast. Not just 
women, not just men, not just 
teen-agers—but whole family 
readership! 


How come? Mainly because they’re 
built around familiar subjects— 
people and places germane to the 


sections of the country served by 
Metro’s great Sunday newspapers. 
And these are the very same mar 
kets that you must sell. 


Most important to the Art Director 
(and his client) is that Metro’s un- 
matched coverage plus readership 
adds up to the largest audience 
in print per $ invested. That helps 
make any advertising campaign 
more cffective. 


Have ycu heard the whole Metro 
Sunday Magazines story lately? 
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WASHINGTON—Department store 
ales in the United States im the 
:nal week of January were 7% 
-vove those in the corresponding 
\eek last year, the Federal Re- 
<erve Board reports. 
avout 2% greater than 
preceding week. 

Milwaukee showed a 140% gain, 
the result of comparison with the 
week last year when it suffered a 
record snowstorm. Milwaukee’s 
gain raised the Chicago (seventh) 
district gain to 26%, highest in 
the nation. The only other dis- 
trict above the 7% average was 
the New York (second) area, 
which had an 11% gain. 

Among the districts, the St. 
Louis (eighth) area had the great- 
est year-to-year decline, down 9%. 
The Dallas (11th) district was 
down 8%. Among cities, great- 
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These are the 26 


Sunday magazine 


picture sections of — 
Metropolitan Group 


ATLANTA Journal 
BALTIMORE Sun 
BOSTON Globe 

and/or Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 
CLEVELAND Plain Dealer 
DES MOINES Register 
DETROIT News 

and/or Free Press 
INDIANAPOLIS Star 
LOS ANGELES Times 
MILWAUKEE Journal 
MINNEAPOLIS Tribune 
NEW YORK News 
PHILADELPHIA Inquirer 
PITTSBURGH Press 
PROVIDENCE Journal 
ST. LOUIS Globe-Democrat 

and/or Post-Dispatch 
ST. PAUL Pioneer Press 
SEATTLE Times 
SPRINGFIELD Republican 
SYRACUSE Post-Standard 
WASHINGTON Star 


Unlike other national media, 
Metropolitan Group is a na- 
tional network of twenty-six 
(26) locally owned, locally 


edited, locally powerful Sunday , 


magazines ... printed in Gra- 
vure for 15,000,000 families. 
Their Jocal ownership, local 
View point, local editing, local 
Power, adti up to the greatest 


local patronage and popularity 
accorded anything in print. 


Metropolitan 
Sunday Magazine 
Group 


20 East 42nd Street, New York 17, N. Y." 


TRIBUNE TOWER 
CHICAGO 


NEW CENTER BUILDING 
DETROIT 


155 MONTGOMERY ST. 
SAN FRANCISCO 


Fodeval Reserve igures on Department Store Sales 


Sales were | 
in the | 


DEPARTMENT STORE 
“SALES INDEX 


1935-39 EQUALS 100 


Week to Jan. 31, ’48* .p232 


| Week to Jan. 24, ’48*. .227 
Week to Jan, 17, °48*. .232 
Week to Feb. 1, ’47*. .217 

| Week to Jan, 25, ’47*. .220 

] Week to Jan. 18, °47*. .223 


*Not adjusted seasonally. 
pPreliminary. 


est declines were 35% losses in 

Nashville and Memphis, where 

business was cut down by a rec- 
ord snowstorm. 

Yr.-to-Yr. % Change 

1947 1947 Week 


Federal Reserve Jan.- Mo. Jan. 
district and city Nov. Dee 31 
UNITED STATES . 7 p13 7 
Boston District ... 6 pg 0 
New Haven ..... —2 7 12 
Bowton a5 ga6s's << 7 10 1 
Springfield ...:.. 3 11 1 
Providence ..... 2 9 —6 
New York District. 9 8 11 
Newark ........ 5 6 -19 
WORAIG: 25 25.046 8 14 19 
New -¥OrR iiccs. 10 7 10 
Rochester ...... 8 12 8 
Syracuse ....... 6 3 —3 
Philadelphia Dist.. 10 p17 2 
Philadelphia. ... . 10 18 11 
Cleveland District. 9 16 3 
ARTOR sid evenss 5 13 12 
Cincinnati ...... 7 14 1 
Cléveland ....... 7 15 12 
Columbus ...... 5 8 —9 
TOO Os okt k ek < 7 17 18 
Pittsburgh ..... 10 16 —S8 
Richmond District. 3 13 2 
Washington .... 2 14 8 
Baltimore ...... 2 10 1 
Atianta District... 3 13 —4 
Birmingham .... 6 19 3 
Mingal’ éics axes» 8 7 1 
Atlante wsdeesss. 2 17 —10 
New Orleans .... 8 16 1 
Nashville ....... —1 18 —35 
Chicago District... 9 p16 26 
CRIGCKME. Neascuaks 8 14 23 
Indianapolis .... 4 10 0 
Detrogs. ac tiacic 12 19 17 
Milwaukee ..... 5 13 140 
St. Louis District. . 7 16 —9 
Little Reck ..... 0 15 —33 
Louisville ...... 10 17 —7 
Gt. -LOGO 6s <es css 7 16 2 
Memphis ........ 2 12 —35 
Minneapolis District 10 14 bg 
Minneapolis 6 13 bd 
Gt: Paws ieeti.cs 11 13 ad 
Duluth-Superior. 12 23 ° 
Kansas City Dist... 7 p17 6 
DORVOE + i 50350 cu 10 24 3 
Wichttte - ss e<0ss% —l1 8 —i4 
Kansas City .... 8~* 15 s 
St. Joseph ...... : 8 15 8 
Oklahoma City-.. 4 15 2 
TRISGG “F602 ieds de 6 16 13 
Dallas District .... 4 16 8 
pe ee 0 10 —17 
Fort Worth ..... 6 14 —14 
Howstes: .0 case. 9 31 11 
San Antonio .... 4 14 --1 
San Francisco Dist. r7 p9 7 
Los Angeles Area 5 p7 2 
OakilatG.. . esse. 5 27 ad 
San Francisco .. 2 8 7 
Portiaie: ci.c045 +. 10 17 23 
Salt Lake City .. vi p16 11 
Seattle .vecsesss 4 ps 10 


r—Revised. 
*Data not available. 
p—Preliminary. 


Lo-Heet Appoints Allied 

Lo-Heet. Stainless Steel Com- 
pany, Los Angeles manufacturer 
of kitchenware, has appointed Al- 
lied . Advertising Agencies, Los 
Angeles office, to handle its adver- 
tising. Plans include national 
schedules concentrating in radio. 
The first test campaign will be 
launched in Seattle over KOMO’s 
‘“Homekeeper’s Calender”  pro- 
gram. 


Joins Popular Group 


Sidney F. R. Smith, formerly 
with Leonard Smith & Associates, 
has joined Popular Publications, 
New York, on promotion and pub- 
licity for the Popular Fiction 
Group and Argosy. 


Names Samuel Moyer 


Samuelr Moyer, formerly sales 
manager of the Koolvent Alumi- 
num Awning Company, Pitts- 
burgh, has been named sales man- 
ager of the Buffalo Koolvent Metal 


Awning Company, Buffalo. 


.|push harder for some other line, all your con- 
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; ‘in the Pittsburgh and Cleveland 
Ap points Cope land ; areas, as well as Philadelphia. 


John Copeland, advertising | Gilbert Lea, formerly on the sales 
manager of the Minneapolis Star staff of Time. succeeds Mr. De- 
and Tribune, has been named as-| Graff at Business Week. 
sistant to Lyle K. Anderson, vice- | 


president and comptroller of the ¢ ithe, SaaS 
company. Carnation Appoints Two 


—— | Lawrence W. Nolte, formerly an 

. é : account executive of Needham, 
Joins McGraw-Hill | Louis & Brorby, has been named 
Ervin E. DeGraff, former sales| assistant advertising manager of 
representative of Business Week| the Carnation Company,-Los An- 
in the Philadelphia are&, has been| geles. Gerald Boyce, formerly 
appointed associate manager of| with Frozen Food Products, Inc., 
the Atlantic district sales staff of | and Frozen Food Foundation, Inc., 
McGraw - Hill Publishing Com-| has been appointed supervisor of 
pany, New York. Mr. DeGraff has | market research in the Carnation | 
been with McGraw-Hill since 1941 | sales department. 


MEET THE MAN WHO | 
MOVES YOUR MERCHANDISE... 
... The Radio and Appliance Dealer! — 


I 


consumer pull. That’s why this man — the 


.7HOLESALER 
MARKET 


Hit the 


for variety goods, sundries, thru 


MODERN 


RETAILING 


Reach 32,500 retailers, 950 jobbers 
1250 wholesalers'saleemen. 


MODERN RETAILING 
250 Fifth Avenue, New York |, N. Y. 


T'S an old axiom — you must build 
dealer push before you can pay off on 


radio and appliance dealer — is so important 
to you. This man and the salesmen who work 
for him are literally the key people in your 
whole merchandising scheme. When they push 


your line, you’re in. If they ignore you, or 


sumer-advertising dollars have gone down the 
drain, especially in this year 1948. 


Today your dealer advertising is more im- 
portant than ever before because dealer ac- 
ceptance is the dominant sales factor in mov- 


ing merchandise. ° 
ceive the JOURNAL each month buy and 

Do you manufacture RADIOS, FM, TELE- sell parts and service equipment of all types. 
VISION or COMBINATIONS? Every one of 
the 22,283 retailers and over 3,000 of the 4,151 


jobbers on our CCA audited circulation state- 


How about PHONOGRAPHS, RECORDS, 
NEEDLES, ALBUMS and ACCESSORIES? 
Over 8,500 retailers and 1,500 distributors, all 
RAJ readers, buy and- sell them. (More radio 
and appliance dealers are adding a record de- 


ment sells them. 


Do you manufacture HOUSEHOLD APPLI- 
ANCES? More than 90% of the 22,283 déal- 
ers, plus 1,500 distributors who receive RAJ 


partment because record and needle sales are 
today an essential part of their business.) 

every month buy and sell appliances of all 
kinds. Here’s the most important sales force your 
money can buy — right on the floor where 
the money changes hands. RADIO & APPLI- 
ANCE JOURNAL delivers it to you, because 
it goes direct to the men who have the power 
to buy and the power to sell. 
: coverage of this lucrative market, your adver- 


tising dollars invested in RADIO & APPLI- 


Do you sell COMPONENT PARTS? 
SERVICE EQUIPMENT? Over 20,000 of 


our readers maintain a service department, 


and more than 1.800 wholesalers who re- For complete 


OVER 


A A CELE 
30,000 COPIES ANCE JOURNAL will produce results, at low 
MONTHLY Pa : 
° sts. 


TT 


Write jor latest market analysis and 


figures — no_ obligation, 


RADIO & APPLIANCE 
JOURNAL 


The industry's oldest dealer publication 
RKO Building * New York (20), N. Y. 


Member "CCA" — Over 30,000 Controlled Circulation Audit 


coverage 
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Join Trade Avenues | stone Fashion division of Hixson- 
_O’Donnell Advertising, New York, 


William A. Buckman and} , my 
Sprague Mitchell, formerly with | handle its advertising. 
Esquire, New York, have joined — 


Trade Avenues, New York, sales | Represents Wasser Co 


representative, in executive ca- 
wacities. _ Claude Barrere has been sian | 
/eastern representative of G. E. | 


Dreams Realized 
for Media Men at 
Monsanto Offices 


St. Lours—“Some of our best 


P _Wasser Company, Pittsburgh tran- friends are media _ representa- 
Names Hixson lixson-O'Donnell | | Scription package firm. Secretary tives,’ says Monsanto Chemical 
The Montaldo Stores, New | of the Radio Executives Club of|Company in the introduction to 


York, chain of 11 specialty stores,| New York, he formerly was with 


has appointed the Muriel John- NBC’s radio recording division. Se ee ee ee 


“Routine Map to an Interview.” 

| Believing that time spent wait- 
ing in reception rooms is a waste 
for all concerned, Monsanto has 
| published the answer to the fond- 
est dreams of space and time men 
—how to see the right man at the 
right time to discuss advertising 
' contracts. 

In the section on policy, for ex- 
ample, the booklet remarks: “No 
|representative of any recognized 
advertising medium .. . large or 
small ... will ever be. refused an 
‘opportunity to see our advertising 
|managers, our agency media men 


Bill Kapche (Whi. 5355) or Bill Clar k (Ran. 7059) Fe account executives. We would 


like to set up a policy of seeing 


off-sehedule media men on routine 
type calls once a year.” 

The company describes in detail 
its advertising schedule, including 
the months during which the 
budget is made up for the follow- 
ing year, and lists the men, with 
pictures and addresses, who: are 
responsible for media selection in 
each of the company’s divisions. 

Copies are available from Mon- 


santo Chemical Company, St. 
Louis 4. 
Street & Smith to HH&dM 


Street & Smith Publications, 


New York, has appointed Hanly, 
Hicks & Montgomery, New York, 
to handle its advertising. The 
company previously has placed its 
advertising direct. 


AMA Plans Meeting 


The American Management As- 
sociation will hold a meeting in 
Chicago Feb. 16-18 at the Palmer 
House. Included will be a special 
exposition of methods of manage- 


ment-employe communication. 


“Impulse buying” closes many 

a retail sale. 

And what one factor causes 

more “impulse buying” 

than point of sale display? 

That's why you can’t afford 

to leave Cincinnati Blue Ribbon Signs 
out of your advertising budget. 
Permanent, colorful and compelling — 
your message is fired in ceramic colors. 
It's there to stay for all to see 

when they’re in the mood to buy. 

We are at your service to plan, design 
and quote you prices in quantity. 
Write today! 


eee 
The CINCINNATI Advertising Miberne Co. 


3676 BEEKMAN ST. CINCINNATI OHIO 


Representatives 
in Principal 
Cities 


Coast to Coast 


BD AuTHoRIZED. . 
Bl SALES SERVICE 


dt i as 


8 eitesnn WITH tAwns «4 


MONEL - 


| OGILVIE MIXES 
* dd Water-Mix-Bake-Tet’ Al 


NEW IN CANADA—Ogilvie Flour 

Mills Co., Montreal, is introducing T- 

Biscuit mix in newspaper ads in Mon- 

treal and Toronto. J. J. Gibbons, Mon- 
treal, is the agency. 


Research No Sub 
for Brains, AMA 
Told by Dougall 


New Yorx—Market research is 
not a substitute for the brains of 
management, Arthur B. Dougall, 
partner of Stewart, Dougall & As- 
sociates, warned the American 
Marketing Association’s New ‘York 
chapter recently. 

In listing various applications of 
market research to _ industrial 
problems, and illustrating them 
from case histories of his own 
company, Mr. Dougall said re- 
search is no panacea for all mar- 
keting problems, but is an es- 
sential tool in planning. 

He cited the prediction of Rob- 
ert Elder, vice-president of Lever 
Bros., that market research is on 
the threshold of an era in which 
it will be one of management’s 
major functions, and added that 
the return to competition implies 
a challenge to industrial manage- 
ment, and that industrial manage- 
ment is demonstrating an aware- 
ness of the need for market re- 
search. 


Cites Chemical Firm 


In one of the case histories, he 
recalled the Chemical Mfg. Com- 
pany, which was dissatisfied with 
its advertising and promotion. Re- 
search showed that (1) the busi- 
ness papers used did not reach the 
people who actually specified and 
used the product; (2) the copy 
was not directed to, nor written 
in, the realistic language used by 
the prospects; (3) while purchas- 
ing agents bought the product, 
others specified products to be 
4 bought and sources of supply, and 
(4) the client’s salesmen were not 
making sufficient contacts with the 
“real buyers” in the plants, and 
‘were principally contacting the 
purchasing agents. 

Revision of sales and promo- 
tional efforts on the basis of this 
analysis increased sales 40% i" 
ithe following year, Mr. Douga!! 
| said. 


. 

To Sponsor ‘Aunt M 

The 15-minute daytime “Aut 
Mary” -radio show, ‘sponsored cn 
the Pacific Coast by Safewey 
Stores for a number of years, wi | 
be taken over Feb. 16 by Albe’s 
Milling Company, Seattle, a sul - 
sidiary of the Carnation Compan. . 
The broadcast originates in Holl; - 
wood and is aired on the 26 st: - 
tions of the NBC western ne'- 
work. Erwin, Wasey & Co., Seattl:, 
is the agency. 


Downes Transferred 
Bruce Downes, formerly easter 
editor of Popular Photograph: 
published by Ziff-Davis Publish 
ing Company, New York, has bee! 
| appointed assistant publisher an< 
_editor of Photo-Arts, also a Ziff 
Davis publication. Photo - Art 
| will change from a quarterly to : 
monthly starting June 1. 


» 
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Aavertsing Age, 


Chiquita Banana 


Gives Recipes 
in 850 Theaters 


New YorK — Chiquita Banana 
was acclaimed America’s newest 
movie queen last week at the pre- 
miere showing of United Fruit’s 
new series of 80-second commer- 
cial films. _ 

Chiquita sang and danced to 
the catchy Calypso song heard on 
spot announcements, through 
fourteen 80-second films now be- 
ing shown in some 850 theaters 
throughout the U. S. Sixty per 
cent of each film’s 80 seconds are 
in cartoon treatment, in which 
Chiquita is pictured in amusing 
situations, and the other 40% of 
the film is devoted to live action 
showing the preparation of a 
simple banana dish. 

As a continuation of Chiquita’s 
“Never put bananas in the re- 
frigerator” campaign, the first two 
pictures deal with that theme. The 
other 12 playlets demonstrate and 
sell new uses for bananas in 
menus. 

United Fruit Company turned 
over the job of making Chiquita 
visual to its agency, Batten, Bar- 
ton, Durstine & Osborn, originator 
of Chiquita. The agency’s motion 
picture department, under the 
supervision of William J. Morris, 
took over the task of making 
Chiquita a film star. _ 

The pictures were produced by 
the John Sutherland Organiza- 
tion, Hollywood. Of- the 850 
theaters showing the new films, 
375 are presenting a commercial 
film of this character for the first 
time. 


‘Manila Times’ Saves 
on Standard Format 

The Manila Times, English lan- 
guage daily, has reported that by 
switching its format from tabloid 
to standard eight columns, it has 
been able to conserve a good deal 
of newsprint. In addition, the 
paper says this changeover has 
saved a considerable amount of 
space on margins, thus helping 
to balance the steady increase in 
circulation. 


ebruary 16, 194 


Raymond Names Hebert 


Albert E. Hebert, formerly vice- 
president of Franklin Fader Com- 
pany, has been named an account 
executive of Raymond Advertis- 
ing Agency, Newark, N. J. 


, 


~Outdoor | 
Sportsman 


Go to the GREAT : 
SOUTH and SOUTHWES 
For More SALES! 


undant fish and game . . . thousands of 
cams and fields . .°. ideal outdoor weather— 
s is America’s year-round sportsman’s paradise. 


> 


lay, more people spend more time fishing, 
ting, camping and boating here than anywhere 
earth! And buy MORE ammunition, boats, 
board moters, guns, rods, reels, bait, clothing | 
nd a thousand other types of sportsman’s goods | 
han ever before! 


MANUFACTURERS! 
AGENCY EXECUTIVES! 


| MORE — tell over 30,000 active, outdoor- 

ided readers your complete stery in Outdoor | 

rtsman Magazine. Start your advertising in | 

' April SPECIAL FISHERMAN’S ISSUE a 
&est, most complete issue of any outdoor maga- 

‘\@ ever directed to sportsmen of the 15 Southern | 
| Southwestern states! 


Advertising Forms Close March 1, 1948 
Write, phone or wire: 


psi) Norman F. Hall 


Ser 


ee 


- & 


109 North Commerce Street 
Little Rock, Arkansas 


WPOR Appoints Young 


Station WPOR, Portland, Me., 
has appointed Adam J. Young Jr., 
Inc., as its national sales repre- 


sentative. WPOR’s New England 
and New York state representa- 
tion will continue to be handled 
by Kettell-Carter, Boston. 


Gets ‘Aviation Service’ 
Conover-Mast Corporation, New 
York, has acquired Aviation Serv- 
ice, published by Motor Service 
Magazine, Chicago. This publica- 
tion will be combined with Avia- 
tion Maintenance & Operations, 
effective with the March issue. 


Plans Tractor Promotion 


Marine Iron Works, Inc., Ta- 
coma, Wash., has launched its 
heaviest promotion for the Mighty 


Man tractor, using national farm | 


publications for the first time. The 
1948 schedule includes California 
Cultivator, Farm Journal, ‘Pacific 
Northwest Farm Trio and Pacific 
Rural Press, and a list of business 
papers including Canadian Farm 
Implements, Farm Implement 
News, Hardware Age and Imple- 
ment & Tractor. Mats and dealer 
display material also will be used. 
Condon Company, Tacoma, is the 
agency. 


Plugs Dromedary Mixes 


Hills Bros. Company, New York, 
will open a magazine drive for 
Dromedary fudge and _ frosting 
mix in magazines and newspaper 
shopping columns. Radio spots for 
the product, tested in New Eng- 
land newspapers recently, are 
now being carried over 25 sta- 


tions. 
break in March, will include sev- 
eral women’s service publications. 
Biow Company, New York, is the 
agency. 


Issues Progress Edition 


The Spokesman - Review, Spo- 
kane, Wash., issued its annual 
progress edition Jan. 25, including 
several special sections. The spe- 
cial .184-page issue reports the 


Magazine promotion, to! progress of the city during th® 
past year. 


45 


The HOSIERY Industry 


RETAILERS 


AILERS © JOBBERS ° MANUFACTURERS 
There is / one publication 


covering this industry exclusively 


KNIT GOODS WEEKLY 


ONE MADISON AVE. * NEW YORK 10, N.Y. 


TAURERE IE 


o 7 


chances to go wrong 
Rin 


ul Binewte tmandeq 


on export printing for Latin America 


There are 7,752 Spanish type characters in the 
printing form shown above . . . 7,752 chances for 
mistakes in spelling, misplaced or omitted accents 
and other typographic errors, unless the printer is 
thoroughly familiar with the Spanish language . . . 
7,752 reasons for giving your Latin American 


export printing to Maher. 


At Maher's your printing is handled by a spe- 
cial staff of Spanish-speaking compositors, proof- 
readers and production men . . 
that cach month turns out five leading Latin 
American business magazines as well as much 
quality Spanish printed matter for Latin Ameri- 


can exporters and their agencies. 


Send Now for your 
free copy of “Preparing Effective 
Printed Matter for Latin America?’ 


. the same staff 


DEPT. AA- 


To make our service complete, we also main- 
tain a staff of Latin American ad-men who have 
firsthand knowledge of Mexican, Central and 
South American markets. These men _ provide 
authoritative translation, writing and counsel on 
Latin American merchandising and sales promo- 
tional problems for customers desiring this help. 

Next time you need: Spanish-language printed 
matter, let a. Maher representative show you the 
ease and cfhiciency of doing the whole job the 
Maher way. There’s no obligation . . 
will insure yourself against the costly mistakes and 
production headaches that accompany picce-meal 


No DISCUIA. | 


oo. 
a then feenrtve Merce" 


. and you 


preparation of Latin American printed matter. 


ik 2001S. CALUMET AVE, 


John Maher ))/iatiag Company — 
Creators of fine domeslic and export printing 


* CHICAGO 16 


COUNSELING « TRANSLATION « TYPESETTING *« PROOFREADING ‘© PRINTING « DISTRIBUTION 
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John Collier Retires 


John Collier has retired as sales 
manager of the Nicholson File 
Company, Providence, R. I. He 
joined the company in 1906 and 
became assistant sales manager in 
1915, assuming his recent post in 
1942. 


Gust Joins Fogerty 

Robert P. Gust has joined C. C. 
Fogarty Company, Chicago 
agency, as consultant in market- 
ing and merchandising. He was 
formerly head of his own com- 
pany, the Robert P. Gust Corpora- 
tion, manufacturer’s agent. 


Over 37,000 circulation, om: 
cluding 25,000 league and 2515 


city association officials. 


magazine with 


The only 
100% coverage of Was 


5336 certified Bowling establishments. 
Bowling market, wide open after 
four years, produces $29! ,000.- 

00 annually—three times as much 


as pro baseball. 


_ Write for our latest rate card today 


B. OW 


THE BOWLER'S MAGA tty 


Official Publication of — 
AMERICAN BOWLING CONGR’ 
- 2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 


Four Networks 
Now Offer 59 
Co-op Programs 


New York—Mutual and ABC 
;continue to add cooperative pro- 
|grams, and apparently this sell- 
@4 | ing technique has not yet reached 
|the point of diminishing returns. 
Both networks report that the 
number of advertisers buying 
broadcasts through individual sta- 
|tions has risen during the past 
'four months. ABC, which added 
|93 co-op clients in January, now 
\lists 755 sponsors for 14 pro- 
| grams. Mutual’s stable of co-ops 
|—up to 20 with the addition of 
|“Superman”—is bringing in busi- 
iness from upwards of 1,600 ad- 
vertisers, many of whom share 
|time on the same program. 
| Altogether, counting CBS’ eight 


and NBC’s seven, there are 59 net- 
work shows now available for 
sponsorship on a local basis. 

Comedienne Joan Davis, of 
whom Columbia expected great 
things, apparently has not lived 
up to the promise. In four months 
on the air this show has attracted 
an estimated 31 sponsors. 


CBS Adds Show 


Latest addition to Columbia’s 
co-op list is “It Pays To Be Ig- 
norant,” purchasable’ over - in- 
dividual stations as of Feb. 28. 
Philip Morris & Co. dropped this 
audience participation package in 
favor of Dinah Shore and Harry 
James. 

While discussing the current 
status of co-ops, Ralph Hatcher, 
who is in charge of that division 
at CBS, said that Columbia’s co- 
operative program sales were on 
the upgrade in January, but 
added: 

“We plan cooperatives partly as 
a service to our affiliates. But 


: IN SELECTING a supply source, it j is wise to 


choose one that offers a complete service within its 


field. By so doing, your time is lessened, contacts 


are reduced, and the work at hand moves smoothly 


forward, without time loss. 


The complete production offered by Partridge & 
Anderson is a good example of what we mean. For 


here, you may obtain electrotypes and nickeltypes 


molded either in vinylite or tenaplate. You may 
order the highly coated Precision mat used for fine 
half-tones, or the lesser priced Standard mat that 
serves for type and line subjects. As for plastic news- 


paper plates, complete equipment of the latest de- 


sign is being rapidly installed, and will soon be in 


full operation. 


PARTRIDGE & ANDERSON COMPANY 


ELECTROTYPERS + NICKELTYPERS *¢ MATRIX MAKERS « 


STEREOTYPERS 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE: 


HARRISON 3732 


. | “Mr 


when interpreting our sales fig- 


/ures, it must be remembered that 


our stations have a heavy local 
\schedule and a heavy national 
spot schedule, with little time left 
over for anything else.” 

Top sellers at CBS are the 
'“Morning News Roundup” 
' Bill Henry’s newscast, in that 
| order. 


NBC Keeps Same Number 


No programs have been added 
|to NBC’s agenda of cooperatives 
since Burton M. Adams was ap- 


| pointed to head the cooperative 


| programs division last September. 
| “World News Roundup,” heard 
Monday through Saturday, . 
|mains in the No. 1 spot with 31 
| sponsors and 53 stations. Run- 


, /nerup is “News of the World,” 


| with 19 sponsors and 58 stations. 
'Ripley’s “Believe It or Not,” 
| NBC’s newest co-op, places third 

‘with 12 sponsors and 52 stations. | 
| (In September Ripley was heard | 


over 79 stations and boasted 14| 


| sponsors. ) 
ABC’s most expensive co-op is| 
‘the Abbott & Costello show, now | 


_ sponsored on 65 stations covering | 


\the major markets. Weekly cost 


'for this comedy session, including | 
time and talent, varies from $38 | 
|for WFVA, 250-watt Fredericks- | 
station to $1,929 for | 


| burg, Va., 
_WJZ, New York. 

_ Leader in American co-op sales 
‘is Martin Agronsky, whose com- 
/mentary on the news is aired by 
/101 advertisers on 85. stations. 
Cost for this show ranges from 
$82.50 for Fredericksburg’s WFVA 
(six-day-a-week basis) to $1,620 
|for WJZ (five days a week). 

| All of the best sellers at ABC 
are news programs, with the ex- 
|ception of “America’s Town Meet- 
|ing,” with 71 sponsors and 69 
|stations. Other leaders: Bauk- 
hage, 98 sponsors, 85 stations; 
‘Harry Wismer, 74 sponsors and 
stations; Elmer Davis, 55 spon- 
'sors, 47 stations, and “Headline 
| Edition,” 63 sponsors and 54 sta- 
tions. 


Auto Dealers Next 


| The Boston Symphony began 
making a bid for advertisers in 
| mid-January and has garnered 21. 
President,” which recently 
'turned co-op after a long run as 
|a sustainer, is off to a fine start 
with some 35 sponsors lined up. 


Hudson dealers are backing the! 
program on six stations on the) 
including KECA, Los | 


West Coast, 
Angeles. 

Automobile dealers and 
pliers (122) 


broadcasts. Next in line are: De- 
“partment and clothing stores, 97; 
furniture stores, 58; bakeries, 39; 
banks, 36, and breweries, 36. 
The prices of Mutual coopera- 


tives range from $2.50 on small | 


stations to $2,000 on WOR, New 


and | 


re- | 


added to his schedule. 

Fulton Lewis Jr., sold on 29° 
stations, and Kate Smith, 274 sta- 
tions, continue to pace cooperatiy. 
sales. 


Names Lavenson Bureau 


Electronic Mechanical Products 
Company, Atlantic City, manufac - 
turer of Luxometer, a device for 
measuring and integrating lighi 
intensity in the graphic arts, has 
placed its advertising with Laven - 
son Bureau, Philadelphia. 


WGN-TV. Adds Two 


Robert Hibbard, who ‘has 
worked. on special features fo. 
Station WGN, Chicago, has been 
named assistant operations man- 
ager of WGN-TV. Marilyn Lassen 
has joined the television station 
as public relations department 
representative. 


Chicago Agency Moves 

Swaney, Drake & Bement, Inc., 
Chicago, has moved its offices from 
the Field building to 135 S. La- 
Salle St. 


LL() WELL) KIT 


| 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting—are constant re- 
minders of your products 
and services . . . and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
...» handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dies can be imprinted .. . 
with your name or trade 
| mark... at nominal cost. 


sup- | 
are the best cus-| 
tomers for ABC cooperative, 


Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
| imprints. Quotations will 
| be sent promptly. 


Over 45 Years in Business 


York. B. J. Hauser, director of | 


co-ops for MBS, is considering 
several programs which may be 


STANDARD PRESSED STEEL CO 
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home furnishings, etc.,” and that 
“textiles and apparel’ will “show 
relative losses.” 


McGarvey Granted Leave its blanket line in 17 colors this; Mademoiselle’s Living, McCall’s, 

‘Samuel J. McGarvey, media di- spring with color pages in Better|The New Yorker and Sunset. 
rector of O. S. Tyson & Co.. New Homes & Gardens, Bride’s Maga- Business papers also will be used. 
York, has been granted a three zine, Holland’s Magazine, House | Gibbons-O’Neill, Inc., Cleveland, 


i : Beautiful, Ladies’ Home Journal,|is the agency. 
ia. | months leave of absence ending 
f CVA Boosts Andrews | May 1, for recuperation from a 
i Joseph L. Andrews, who joined | recent illness. His duties have 
Cresta Blanca Wine’ Company, | been temporarily assumed by Jo- 
New York, last October, has been | Seph A. Horgan. 
4 co — and advertising | B Blanket B d 
i irector o resta Blanca wines| Boosts Blanket Budget 
ROLLS @ ROYCE | |division of CVA Corporation. Mr.| §t. Marys Woolen eh Com- 
ome obit) stouenn cs Feu rasene } |Andrews was formerly vice-presi- | pany, St. Marys, O., will increase 
Lapses: terest «= || | dent of Schenley Import Corpora- | its 1948 advertising budget 40% 
Saeces sees, ~ js | tion, New York. over last year’s and will introduce 


PASTING & BINDING 
~ COLOR PRINTS FOR 
SPECIAL SALES EDITIONS 


MIDWEST 
BINDERY 


549 WEST WASHINGTON STREET, CHICAGO © RANDOLPH 3696 


IN SOUTHWEST—S. H. Lynch & Co., ‘ 
Dallas distributor, ran this newspaper 

copy ae Sears tee, the Rolls- , 

Royce and Bentley automobiles. Dallas 

is one of the four distribution centers PQ P U LA R M EC H A N | C S 
for the British-built cars. Wilhelm- 


Luplin Wihn, Auvocninn bend | | oe ee POPULAR MECHANICS 
Price Drop Due : : aw | POPULAR M EC LADS a 


and Beneficial, POPULAR MEGHANICS 0 
Zelomek Predicts 


New Yorkr—A. W. Zelomék, 
economist of International Statis- 
tical Bureau and Fairchild Pub- 
lications, told the sales meeting 
of the I. B. Kleinert Rubber Com- 


pany here Feb. 10 that a sharp 
decline in the price structure will 
occur this year, and will uncover 
new layers of demand. 

Mr. Zelomek predicates his pre- 
diction on three factors: (1) re- 
ports of bountiful world food 
crops; (2) a decline in building 
materials prices, based on an ex- | 
pected reduction in housing starts; 
(3) business’ position is generally 
weaker, with a lower backlog of 
orders. He looks for a serious test- 
ing of the price structure in the 
second and third quarters of this 
year. 


BMMAAR MECHANICS 
eA R MECHANICS 


moe k MECHANICS 
meee cAR MECHANICS 
. ‘ 
POPULAR MECHANICS 
£ BORMEAR MECHANICS 
Only ‘Temporary’ < ' 3 . i 
“Let me emphasize first that it - % _ PO P U R M EC H A N | C S 
ill b 1 t - : ' 
Sion,” he continued. “T doubt very ) BomurAR MECHANICS 
much if current production and — 8 
l level b in- Pe. ; 
See atest as ecto to SS LAR MECHANICS 
levels. But I believe equally Z » ir/Z 
strongly that a decline of 15-25% ? te ji Pp UJ LA R M EC H A N | + S 
in the wholesale price level will 
1 fd d, ; 
which senbidonednintn  businians . POPULAR MECHANICS 
activity at a high level for at least 
Residing ea | 3 POPULAR MECHANICS 
ihe Wat oe te ive seatectney | POPULAR MECHANICS 
will be under pressure to get labor | - ‘ 


costs down despite the high wage 
rates, and this means a high level 
of demand for the capital goods 


Sa ae | Your advertising gets more readers per thousand 


the recession, families will spend 
their extra purchasing power pri- 


wohaeccdel ude mena, 3 circulation in POPULAR: MECHANICS because our 


readers—having the P.M. Mind—read ads deliberately. 


% That means ANYTHING from shoes to 
shampoo...razors to raincoats... ties to 


tires... watches, cars, radios, golf balls, pipe 


Hear Ye! Hear Ye! 


tobacco, cameras, shotguns, fishing rods, 
National linage in the railway vacation trips —a list with 
News-Tribune & Times- | ° , . ees avi 


Herald increased 31% in : : 
tain Seas teak “abeantin: | More than ONE MILLION circulation 


lg BBR 4 : a .+. more than 3.7 MILLION readers 


Waco News-Tribune ‘ 
Waco Times -Herald . ‘ 
@ Morning @ Evening @ Sunday 


Surke, Kuipers & Mahoney, Natl. Rep. 
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. 
Four Appoint Holt 
George R. Holt . Advertising 


Agency, Milwaukee, has been ap- 
pointed to direct the advertising 
of Sundstrand Machine Tool Com- 
pany, Rockford, Ill., manufacturer 
of machine tools, hydraulic and 
other equipment; Hydro-Line Mfg. 
Company, Rockford, manufacturer 
of air and hydraulic cylinders; the 


Genuine photographs manufac- 

tured in quantity at little 

more than letter-press in 

any size... get full 

© . particulars from 
Zz 


"421 So. Wabash Ave. Fine Arts Bldg. CHICAGO 5, ILL. 
Phone HARrison 2770 


process machinery division of 
W. F. & John Barnes Company, 
Rockford, manufacturer of equip- 
ment for the canning industry, 
and Weddell Tools, Inc., Ro- 
chester, N. Y., manufacturer of 
cutting tools. 


New Makeup Base Bows 


Coty, Inc., New York, will in- 
troduce a new makeup base, Pas- 
tel-Tint, with the first color page 
ad appearing in the March 8 Life. 
Other magazines scheduled to 
carry color pages are: Charm, 
Cue, Glamour, Harper’s Bazaar, 
Ladies’ Home Journal, Made- 
moiselle, The New Yorker and 
Vogue. Other publications are ex- 
pected to be added to this list. 
J. D. Tarcher & Co., New York, 
handles the account. 


Dreyfuss Elected 


Leonard Dreyfuss, president of 
United Advertising Corporation, 
Newark, N. J., has been elected 
president of the Outdoor Adver- 
tising Association of New Jersey, 
succeeding Edgar B. Wolfe, ex- 
ecutive vice-president of the 
United Advertising Corporation. 


Pattern 4567—It’s modern all terest. 


qright! This frock’s nothing else 
“gbut! Slim, slick, suave, but swingy 
“g—with a couple of chic tricks— 
shoulder tabs and back fullness. 


One of the basic reasons for Cap- 
per’s Weekly’s widespread appeal is 
t that the reading interests of all age 
groups receive regular editorial at- 
tention. From teen-agers to grand- 
dads, each issue brings scores of fea- 
tures brimming over with human in- 


The more than 379,000 subscrib- 
ers of Capper’s Weekly enjoy fifty- 


_— e~ howe gd > am simple two times a year... News... Fic- 
sgto sew, is tested for fit. Includes ; , 
-qcomplete illustrated instructions. ton... Poetry . .. Humor. . . Car- 
se = ae Ae. 17. Size 13 takes 3 toons. ... Pictures ... Homemaking 
Tr - 
ye _ nch fabric. Helps and numerous other popular 
features. 


If you want to boost up sales for 
your product, whether sold direct or 
thru dealers, in this rich, able-to- 
buy market of the farm and rural 


REPRINT FROM 
CAPPER’S WEEKLY 


Capper’s 


town areas of lowa, Nebraska, Kan- 
sas, Missouri and Colorado just add 


Weekly to your list! IT 


MAKES THE SALE! 


CAPPER’S WEEKLY 


Feature News Weekly Of The Rural Midwest 


TOPEKA ... 912 Kansas Avenue... KANSAS. 


;year the Ameri- 


Advertising 


Age, February 16, 
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You Ought toKnow... 


i 


Mark Wood: 
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Mark Woods, an affable red- 
head with a ready smile, is the 
antithesis of the traditional ex- 
ecutive, who sits in a swivel-back 
chair dictating letters and push- 
ing buttons. Last 


can Broadcasting 
Company’s hard- 
working presi- 
dent spent more 
time out of his 
office than in it. 

This outside 
activity included 
courtesy visits to 
affiliated stations 
and appearances 
at network meet- 
ings, but a sizable share of it 
was drumming up new business 
for ABC. Although he modestly 
disclaims “undue personal credit 
for the network’s” record sales in 
1947—an all-time high of $43,- 
548,057—-Mr. Woods continues to 
maintain his reputation as one of 


Mark Woods 


_broadcasting’s star salesmen. 


| Trained in the business side of 


radio, he is well equipped for the 
role with an attorney’s knowledge 
of contracts, an accountant’s un- 
derstanding of figures and an 
enviable list of personal - friends 
who are potential sponsors. 

Mr. Woods, a 
dressed man who is rarely seen 
without a flower 
‘hole, is a native of Louisville. 
| However, he calls Jacksonville, 
where he played quarterback on 


the high school team, home. 
| Too young for military service 
|in World War I, Mark got a job 


| 


the routine, the 17-year-old 
youngster signed with a merchant 


in the North Atlantic with engine 
trouble. ‘ 

Back in the United States, Mark 
—whose story fits neatly into the 


—went to-work as an accountant 
with the Thomas A. Edison In- 
dustries. Shortly thereafter he 
transferred to AT&T, a pioneer in 
broadcasting, as an accountant, 
meanwhile attending evening 
classes in business law and ac- 
counting. 

When the telephone company 
set up the Broadcasting Company 
of America to operate its station, 
WEAF, the young redhead moved 
in to keep the books. There he 
advanced progressively from one 
position to another. 
| He was sufficiently well estab- 
‘lished at the station to be named 
| assistant treasurer and office man- 
|ager of NBC when it was estab- 


\lished to take over AT&T’s com-| 


| mercial broadcasting activities in 
/1926. In this capacity he helped 

to shape the early commercial 
| policies of radio. Within 10 years 


he was named vice-president an: 
treasurer of the network—a pos) 
tion he held until he left in Janu- 
ary, 1942, to head the fledglin. 
Blue’ Network, ABC’s predecesso). 

Mr. Woods gives every impres- 
sion of being thoroughly conten: 
with his job. “I had alway: 


/ wanted to own part of a broad- 


casting business,” he explains. 
(ABC Board Chairman Edward J. 
Noble has 71% of ABC’s stock; 
Mr. Woods and other officers of 
the company, the remainder.) 

And he is quick to throw down 
the gauntlet to radio’s critics. 
“Radio has accomplished more to 
lift the I. Q. in America than any 
single medium has ever done,” 
the 47-year-old broadcaster as- 
serts. : 

“At ABC, for example, the 
Tuesday night schedule is de- 
vised for people who want to 
think. There is practically a full 
evening of public service, includ- 
ing Town Meeting, the Boston 
Symphony and a discussion period 
turned over alternately to capital 
or labor. — 

“Over - commercialization, — 
double spotting, etc.—is the ex- 
ception to the rule in radio. And, 
of course, some commercials I 


meticulously | 


in his button | 


'in a Florida shipyard. Bored with | 


'vessel—and spent 26 days adrift) 


category marked self-made man) 


personally consider most objec- 
tionable, the public obviously ac- 
cepts, or advertisers wouldn’t con- 
tinue to use them.” 

When in New York Mr. Woods 
generally gets to 30 Rockefeller 
Plaza promptly at 9 a.m. “in time 
to open the office, much to the 
disgust,” he says, “of the secre- 
taries and vice-presidents.” His is 
a full day lasting until around 6 
|p.m. Partly for pleasure and 
partly for business he tries to 
listen to the radio from 5 to 6 
hours daily. 

The ABC president lives with 
his wife in a luxurious house at 
Short Hills, N. J. Their children, 
Patricia, 19, and Tony, 16, are in 


|school. For relaxation Mr. Woods 
‘chooses golf (he shoots in the 
| 80’s), sailing, fishing, detective 


| stories, the Stork Club—and occa- 
| sionally the theater. 
| However, the business of radio 
remains his “greatest hobby.” Al- 
| though he considers ratings over- 
/emphasized, Mr. Woods says ABC 
will continue to concentrate on 
building a strong program sched- 
ule of a caliber calculated to do 
well with Hooper or Nielsen. In 
the rating competition, American 
| considers itself neck to neck with 
CBS, with each network leading 
the other three nights a week. 
Asked to predict the outcome ot 
this race, Mr. Woods shrugged, 
smiled and quipped: 

“Well, Ill say one thing. Bil! 
|Paley decided to come home anc 
'go to work.” 


‘Schiaparelli Promotes 
‘New Stocking Line 


Schiaparelli stockings, styled by 
Madame Elsa Schiaparelli, will be 
‘promoted beginning in March by 
Chester H. Roth Company, New 
York, in newspaper ads placed co- 
operatively by Schiaparelli and 
department stores carrying the 
product. One store in each city 
will handle the merchandise. 

Business papers will carry ads 
for the stockings and national ads 
will appear in Vogue. The entire 
advertising schedule has not been 
completed. Robert W. Orr & As- 
sociates, New York, is the agency. 


Jay Names Kupsick 

Susan Jay Gifts, Inc., New 
York, has appointed J. R. Kup- 
sick Advertising, New -York, to 
handle its account. 


‘Hat Group Starts 
1948 Ad Drive 


| The Hat Research Foundatio! 
|New York, has started a campaig! 
with spot announcements ani 
transportation advertising 
markets. Newspapers also will b: 
included in the schedule. 

Theme of the drive, which } 
placed through Foote, Cone & Bel 
ding, New York, is “Bet You D: 


Better In a Hat—84 out of 10 
women prefer men who wea 
hats.” 


Garland Names Gross 


Seymour A. Gross, former pro 
motion manager of Reporter Pub- 
lications, New York, has been ap- 
pointed director of advertising an¢ 
publicity for Garland Knitting 
Mills, Jamaica Plain, Mass. - 
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GIANT SIZE—Bonney Forge & Tool Works, Allentown, Pa., 


dramatized a rachet 
with a huge moving hand in its exhibit at the fifth Refrigeration and Air Con- 
ditioning Exposition held in Cleveland recently (AA, Feb. 2). 


Foundation Names 
Group to Weigh 
Magazine Study 


New YorK— With no formal 
talks yet held with magazine pub- 
lishing groups, the Advertising 
Research Foundation — jointly 
sponsored by American Associa- 
tion of Advertising Agencies and 


Association of National Adver- | 


tisers—has named a seven-man 
committee to “explore the possi- 
bilities of a magazine 
program.” 

The committee, 
tirely of advertiser and agency ex- 
ecutives, “will determine the fac- 


lished in 1936, would have under- 
taken a continuing study. One on 
daily newspaper reading. started 
in 1939; transportation advertising 
in 1944; farm publications and 
weekly newspapers, both in 1946, 


‘ the pilot stage; and will be on 
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and executive management pub-| (ret.), president of this public re-|resigned. William Falvey, for- 

lications, 1948. lations and researgh organization |merly Sunday editor of the New 
A business paper study, first|0f the alcoholic beverage indus- | York Mirror, has joined LBI, serv- 

introduced in 1941, was postponed try. ing under Jack Glasser, media re- 

by the war and resumed in 1945. | Mr. Lee succeeds Stanley Baar, | lations director. 

Both the weekly newspaper and | 

business paper studies have passed | 


""INNER 
SANCTUM"' 


Hooperating 
‘ (Winter-Spring ‘47) 


23.1 
ASK JOHN BLAIR 


In Columbus, It's 


a regular basis soon. 


Semrad Retires 


Earl Semrad Sr., who joined 
Textron Incorporated, New York, 
in 1944 and established its men’s 
wear division, has retired. He will 
continue ‘with Textron until his 
successor has been appointed. 


Lewis Lee Heads LBI 
Under Admiral Whiting 


Lewis Lee, formerly with the 
public relations firm of Ivy Lee & 
T. J. Ross, has become director of 
operations of Licensed Beverage 
Industries, Inc., New York, under 
Vice Admiral F. E. M. Whiting 


COVERS ° 
CENTRAL OH} 


163,550 WBNS FAMILIES IN CENTRAL OHIO 


research | 


composed en-| 


tors which should be considered | 


in measuring magazines and de- 
fine the objectives” of such a 
program. 


Chairman is Otis Allen Kenyon | 
of Kenyon & Eckhardt, chairman | 
of the foundation’s board of di-| 


rectors. Other members are Ben 
R. Donaldson, Ford Motor Com- 
pany; Bernard C. Duffy, Batten, 
Barton, Durstine & Osborn; Guy 
Richards, Compton Advertising, 


Ince; David E. Robinson, LaRoche | 


& Ellis; Howard R. Smith, Gen- 
eral Electric Company, and H. M. 
Warren, National Carbon Com- 
pany. 


Research Program Undecided 


Plans for financing a continuing | 


magazine research program will: 

not be made until the committee | 

has finished its studies. 
Magazines would be the seventh | 


medium on which the ARF, estab- 


Most Effective 
READERSHIP 


FIRST-READ and BEST-READ be- 
cause of outstanding editorial content 
seared to the interest of dealer-owners. 


MER. is their own publication. 


"KEY MEN” Circulation 


85°. of well-rated implement dealers 
belong to the National Retail Farm 
Equipment Ass’n. These “KEY MEN” 
Pla'e the orders and sign the checks. 
@ 


‘ov'll reach them most ef- 


ect vely in F.E.R. 


FARM equipment /<“< 
i LOCUST ST. ST. LOUIS 1, MO 
| Publication - National Retail Farm Equipment Assn 


Ee 
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Circulation now exceeds 
200,000 Daily 
230,000 Sunday 


7c SEATTLE TIMES 


<a ~ 


~'The Seattle Times 


TRI 


ne ene oe 


One PUCK ... in the net .. . can win a championship. 


‘$= 


SENT 


Os 
owe we 
men \ steer mene wena\ <oowew 


In Seattle, ONE advertising medium, can win, and is winning, 
top sales for successful retailers and manufacturers. Here is why: 


The SEATTLE TIMES reaches 3 out of 4 homes in Seattle’s 


| arias 


Retail Trading Zone. Nearly 750,000 prosperous people live in 


this compact area. Only The TIMES has the power and the drive 
to cover this vital area thoroughly and completely. That is why 
it has become an axiom: “You can’t sell Seattle without The 


TIMES ... you will sell Seattle with The TIMES alone. 


Represented by O'MARA a ORMSBEE, INC., 


New York « Detroit « Chicago e Los Angeles « San Francisto 
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St.Foseph Gazette 


| aor Adds Duties 

Wesley Bailey, promotion man- 
ager of Good Housekeeping, has 
been given responsibility for all 
lof the magazine’s research, trade 
/extension and allied activities. Mr. 
|Bailey succeeds BE. W. Timmer- 
| man, who has become vice-presi- 
dent and publisher of American 
| Druggist. ae 


the NEW typesetting 


economical typesetti 


TEAR YOUR HAIR? 


If you're troubled with deadline dithers, use Fototype- 


hours. Takes cents instead of dollars. Compose type 
yourself-or let your office boy do it. Fototype now 
used everywhere by agencies, advertising departments— 
everyone in advertising. For headlines to full ads-do 
it yourself with Fototype. . 


Get a free catalog-75 Fototype styles ready for speedy, 


La 


i 
Gea 


* 


method. Takes minutes instead of 


ng.* 


* NOTE: Not one piece of metal type used in this 
od—only Fototype —and your office boy coul: 
have done it! : 


Kofolvee 


1415 ROSCOE STREET, CHICAGO 13 


‘Department Store 


Sales Gain 8% 


New York — Department store | 
salés throughout the United| 
States amounted to nearly $9.5 bil- | 
lion in 1947, a gain of 8% over} 
the 1946 sales volume and more, 
than double ’41 sales, according 
to the marketing research depart- 
ment of Fairchild Publications. 
The estimates are based upon 
data released by the U. S. De- 
partment of Commerce and the 
Federal Reserve System. 

Included in these sales figures 
are department stores and retail 
outlets of mail order houses, but 
catalog sales of these houses are 
not included. A recent estimate 
based on the latest figures pub- 
lished by the Department of Com- 
merce places all retail sales 
throughout the United States in 
all outlets at a record high of $109 
billion for 1947. 

Furniture and other home fur- 
nishings store sales rose 24% in 
1947. above the ’46 volume. More 
than $4.3 billion passed through 
the cash registers of these stores 
last” year. 


Offers New Service 

In addition to the regular pre- 
mium and coupon mailing serv- 
ice, Coupon Service Corporation, 
New York, has announced a new 
service which includes the plan- 
ning and fulfilling of premium of- 
fers on a complete package basis. 
This new service is contingent 
with the recent affiliation with the 


company of Ernest J. Zielin, for-| 


e's © Beth-Bize Comey! And this’ new tnd bigger Camey 
sit easier for you to give of of your skin the very finest 

comptenion core Bote every day with Bath S20 Comey ond you ll 

ne joveter from head to toe. e 
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SPRINGS NATIONAL COPY—Procter & Gamble Co., Cincinnati, began adver- 


tising its bath-size Camay in February issues of national magazines. This color 


page ran in This Week Magazine Feb. |. 


Pedlar & Ryan, New York, is the; 


agency. 


mer premium manager of the 
Duane Jones Company. 
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SUNDAY PAPER Including PARADE Magazine = 
Cs 797 694 LINES < 


TOTAL DISPLAY ADVERTISING 
THE NEWS-SENTINEL 


Including PARADE Magazine 


RETAIL DISPLAY ADVERTISING 
THE NEWS-SENTINEL 
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GENERAL DISPLAY ADVERTISING 
THE NEWS-SENTINEL 
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The News-Sentinel carried over 134 
million more lines than the other 2 


put together. 
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The News-Sentinal carried over 11/2 
million more lines than the other 2 
put together 


12, 852,762 LINES 


10,054,492 LINES 


KDKA Promotion: 


Top Stars Answer 
Telephone Calls 


PITTSBURGH—You never can tell 
who’s going to answer the tele- 
phone at KDKA. : 

Recently people who dialed the 
Westinghouse station’s number 
heard a familiar voice. 

“KDKA ... This is Archie the 
manager speaking. Be sure to 
hear me tonight at 9. Now, just 
a minute, please. . .” This was 
the cue for KDKA’s regular tele- 
phone operator to cut in. 

The next caller was greeted by 
Mr. District Attorney, Perry 
Como, Jimmy Durante, Bill Stern, 
Al Jolson or Red Skelton. 

On other days the phone was 
“answered” by Amos ’n’ Andy, 
Ralph Edwards, Frank Sinatra, 
Charlie McCarthy, Dr. I. Q., Mil- 
ton Berle, Henry Aldrich, Art 
Linkletter, Fred Allen, Gary 
Moore, George Burns and Gracie 
Allen. 

This special switchboard serv- 
ice, accomplished by 20-second 
recordings made by 20 of NBC's 
brightest stars, was the _ brain- 
child of David Lewis, KDKA pro- 
motion director. 

However, the stunt all but back- 
fired when curious Pittsburgher: 
made so many calls that the 
switchboard was jammed. 


Cranberry Group Plans 


The News-Sentinel is delivered to 
97.8% of all homes in Fort Wayne 
six days a week. 


~The News-Sentinel” 


Me Wayne s “Geet legac, wgmess — a 


FORT WAYNE, INDIANA) 


REPRESENTATIVES: ALLEN-KLAPP CO. « NEW YORK—CHICAGO—DETROIT 


Spring-Summer Drive 

| The National Cranberry Assv- 
ciation, Hanson, Mass., packer 0 
/}Ocean Spray cranberry sauce, wi! 
launch its spring and summer 
|campaign in March with a sche 
ule including color and black-anc- 
|white insertions in The America” 
| Weekly, Family Circle, This Weck 
Magazine and Woman’s Day, plus 
50 daily newspapers in areas n 
|covered by these publications. 

| In addition, newspaper mats ald 
“chicken ’n’ cranberry” 
cards will help wholesalers and 
retailers to sell both chickens an‘ 
Ocean Spray by featuring the tv 
items together. Harry M. Fro:t 


—a 


oo 


|\Company, Boston, handles the a‘- 


count. 


Gould-Frank Moves 


| Gould-Frank, publicity - promc- 
|tion firm, has moved to new ol- 
New 


| fices at 11 W. 42nd St., 
_ York 18. 


countcr 
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Pontiac Heads 
Told—and Learn! 


Detroitr—At Pontiac Motor Di- 
vy sion word has gone around that 
at factory-dealer conferences com- 
pany executives are to keep their 
mouths shut! 

A change in the traditional tech- 
nique of conducting conferences 
has been termed “an unqualified 
success” by L. W. Ward, general 
sales manager of the General 
Motors Corporation division. 

Under Pontiac’s plan, repre- 
sentative dealers from each of the 
division’s national sales zones are 
invited to the factory for a two- 
day session. At this point the 
time-honored “conference” proce- 
dure changes. The dealers lecture 
the factory heads. 


See Greater Gains 


“We decided that the factory 
heads and the dealers, themselves, 
would gain more if we changed 
the procedure to allow the dealer 
to make a presentation of his 
problems and how he was meet- 
ing them,” Mr. Ward explained. 

“The plan has worked almost 
from the beginning. And the deal- 
ers have been enthusiastic and 
hardworking in the preparation of 
their presentations. It has en- 
livened the meetings, too, by giv- 
ing the dealers a truer sense of 
participation in the meetings and 
the importance of opinions and 
beliefs to the factory. 

“In turn, the dealers are bring- 
ing to the factory ideas and view- 
points unlikely to be uncovered 
in a traditional-type meeting.” 

Each dealer invited to the 
monthly conferences is assigned 
a topic well in advance of the 
meeting. He then prepares this 
material based on his own ex- 
perience and beliefs and has the 
material made up in “flip-over” 
chart form. 

After assigning the topic, the 
factory officials have no more con- 
nection with the presentation until 
the dealer steps to the head of 
the conference table and takes 
over the meeting. 


Launches Resort Drive 


Qualicum Beach Hotel, Van- 
couver Island, through O’Brien 
Advertising, Vancouver, has 
launched a campaign directed to 
winter vacationers in.newspapers 
in western Canada, Los Angeles, 
San Francisco, Portland and Se- 
attle. Future plans call for a 
spring and summer drive. 


To Meldrum & Fewsmith 


Walter J. Carr, formerly mer- 
chandising manager of the trade 
Sales department of Sherwin-Wil- 
liams Company, has joined the 
client service department of Mel- 
drum & Fewsmith, Cleveland of- 
fice, 


Searcy. Advertising Agency, 
Portland, Ore., has been appointed | 
to handle the new advertising | 


campaign of Lloyd L. Crowley,| Wholesalers Company, 


Salem, Ore., 
distributor of Sharp’s automatic | 
framing ‘square. Advertising 
scheduled for carpentry a 
homecraft magazines, plus direct 
mail. 


Distributors Pick Cobb 


William T. ‘Cobb, advertising 
manager of Distributors Group, 
New York, since October, 1946, 
has been elected a vice-president 
of the group, in charge of sales 
promotion of group securities. 
Prior to his association with Dis- 
tributors Group, Mr. Cobb was a 


vice-president of Albert Frank- 


Guenther Law, New York. 


} 
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Herman J. Schwarz, former ad- 
vertising and _ sales promotion 
manager of Atlantic Liquor 
has been 


' . 48 | Crowley Pore Searcy Haey Names Schwarz 
Keep Quiet, : | 


manufacturer and} appointed director of advertising 


and sales promotion of H. Harvey 
Company Ltd., Baltimore. He is 
planning a market - by - market 
campaign for Dunbar’s blended 
Canadian whisky, a Harvey im- 
port. 


Schine Heads Patroon 


J. Meyer Schine has_ been 
elected president of Patroon 
Broadcasting Corporation, which 
plans to build a radio station in 
Albany, N. Y. Others elected are: 
H. E. Blodgett, vice-president; 
|Willard D.° McKay, secretary; 
Louis W. Schine, treasurer, and 
Leonard L. Asch, ‘station manager. 
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Spot Movie ads sell for“7d dealers 


Agency: J. Walter Thompson Company - 


FORD has been so successful with dealer spots 
in color on theatre screens that these ads are now 
televised, too, in black and white. 

For thousands of dealers, in thousands of 


Franklin 6343 
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PHOTO ENGRAVING COMPANY 


1-17 $. DESPLAINES » CHICAGO 


theatres, Spot Movie ads sell new and used cars, 
trucks and Ford service. Sign-off is neighborhood 
dealer’s name and address. This is the fourth of 
a series of Spot Movies produced for Ford Motor 
Company through J. Walter Thompson Company. 


Are you putting your dealers 
way out front for sales? 


Only Spot Movie ads sell with sight, sound, 
music and demonstration—in color or black and 


UNITED FILM SERVICE, INC.: KANSAS CITY + CHICAGO + CLEVELAND 
MOTION PICTORE ABY. SERVICE CO.,4NC.: NEW ORLEANS » NEW YORK + BIRMINGHAM + ATLANTA + MEMPHIS 


Representatives throughout the 48 States 


Pooonoooo8 


white. In no other medium can you be sure your 
audience pays fixed attention. 

Let Movie Advertising Bureau show you how 
easy it is to sell with Spot Movies, either with or 
without dealer-signature. Ask the Bureau to arrange 
a screening for you of current 60 and 80-second 
films for famous brands. Find out about the Bureau’s 
Continuing Study of Theatres, a continuous report 
service which analyzes the selling power of 11,250 
theatres screening Spot Movie ads and gives data on 
nearly all U. S. theatres—a total of about -17,930. 


Call or write today for Movie Adcertising Bureau's 
16-PAGE STORY OF THE CONTINUING STUDY. 
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Newton Promoted under the direction of Robert 
Burton. Wesley I. Nunn, adver- 


M. H. Newton hasbeen ap- | tigj : 
: : |tising manager of Standard Oil 
pointed sales manager of Radio & Company (Indiana) serves as co- 


Television Retailing to succeed | : : 
tae Robinsin, resigned. Mr. New. | ordinator, and Helen Crabtree is 


| th il’ i 
ton has been with Caldwell- ithe be sor gh Ree, Seeegeve. Se 
Clements, New York company ae 
which publishes the magazine, for | 
13 years and previously was with Promotes Fogatty 
McGraw - Hill Publishing Com-| Auwell Fogarty, salesman in 


pany. |the metropolitan Chicago terri- 


‘Fred T. Wiggins, western region 


Ad Council Supports 


1948 Safety Campaign Atlas Cement Company, 


“Be Careful—The Life You York, United States Steel Cor- 
Save May Be Your Own,” is the poration subsidiary. 
slogan for the new 1948 safety | a | 
program the Advertising Council, | » ’ 
New York, is conducting in coop- | True Story Ups Rates 
eration with the National Safety; Effective with the June, 1948, 
Council. The 10-page campaign issue, True Story, New York, will 


guide is now being distributed to | increase its basic page advertising 


10,000 advertising agencies, adver- 
tisers and media. 

Young & Rubicam, Chicago, is 
the volunteer agency for the drive | 1948, issue. 


rate from $4,725 to $5,060. Old 


| tory, has been named assistant to 


'sales vice-president of Universal 
New 


|advertisers are protected at the 
present rates through the August, 
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Be Sure 3 
of Fine Printing Plates 
from Color Films. 


A CHROMART color print, made from your color film, gives you 
these production and platemaking advantages that are utterly lack- 
ing when the film itself is your copy: 


CLIENT SATISFACTION, Your customer can okay a print he can look 
at more intelligently than a film he must peek through. 

COMPLETE FLEXIBILITY. Retouch, airbrush or letter-across a Chromart. 
ECONOMY. Paste Chromarts into final artwork, make but one set 


of plates of entire page. Also, platemakers charge less when work- 
ing from a print. 


FINER REPRODUCTION. Your platemaker can and does work with 
more certainty from fine flat copy he can match color-for-color. 


Big time advertisers from coast-to-coast have been using 
CHROMARTS for nearly a decade. Made from your color films 
they are priced from $52 to $122, depending upon size ordered .. . 
and pay for themselves. Write! 


Frank Miller Laboratories 
846 N. Fairfax, Hollywood 46 


--A SPECIALIZED GROUP 
THOROUGHLY TRAINED IN 
DEALER-CONSUMER PSYCHOLOGY 
- - COMBINING CREATIVE TALENT, 


CARDBOARD INGENUITY AND| 


PRODUCTION CRAFTSMANSHIP 
+TO PRODUCE DISPLAYS 
LOADED WITH SELLING POWER 


WERCHANDISING KNOWLEDGE © CREATIVE ABILITY © PRODUCTION SKILL 


¢ 1948 ~ 1947 \ 
Pages Lines Pages Lines 

GENERAL 
Ace Fiction Grp... 5.9 1,317 6.8 1,512 
American Magazine 48.1 20,207 52.2 21,941 
American Forests. 8.0 3,360 10.2 4,284 
American Home . 58.3 36,864 54.9 34,726 
American Legion.. 6.0 6,739 20.3 8,579 

| American Mercury. 5.2 945 5.3 973 
Atlantic Monthly.. 13.1 5,530 24.8 10,395 
Atlant Homes & 

ee 114.7 72,510 91.0 57,528 
Christian Herald.. 49.4 21,173 34.8 14,912 
COIBMIDIR <6.sscice> 4.7 3,181 5.2 3,547 
Cosmopolitan 57.9 24,854 73.8 31,668 
Dell Detective Grp. 22.9 9,807 22.1 9,497 
Dun’s Review 58.0 24,360 56.7 23,814 
Eagle Magazine... 4.1 1,718 3.4 1,444 
ST CP eo ere 28.0 19,040 9.8 6,630 
SRE ae ee 7.5 3,238 7.5 3,238 
Esquire (Natl.)... 48.0 32,256 70.4 47,320 
Extension ....... ‘ 22.3 15,347 16.5 11,419 
WOCEURS: occ aekese 118.4 74,813 122.8 77,578 
Grade Teacher .... 33.3 14,720 36.3 16,009 
Harper’s Magazine 21.9 5,223 29.3 6,984 
EE gee ee ee 40.1 27,233 38.2 25,948 
House Beautiful... 95.3 60,231 87.6 55,340 
House & Garden.. 78.8 49,825 76.8 48,521 
Improvement Era. 16.2 6,932 16.9 7,235 
Instructor ....... 30.0 20,548 31.3 21,430 
Macfadden Men's 3 

DEE Se scae cep 20.6 8,024 18.0 7,488 
Mechanix Illus- 

Sea 78.8 17,641 81.8 18,310 
Motor Boating.... 72.4 42,544 86.2 50,678 
Natl. Geographic.. 32.8 7,795 32.0 7,616 
Nation’s Business. 41.3 17,712 41.4 17,754 
Nature Magazine.. 2.2 960 3.2 1,334 
an ET oe rea 17.0 11,529 20.4 13,855 
Popular Mechanics 170.1 38,094 165.0 36,962 
Popular Publica- 

TS Se Perrier 7.9 1,768 11.3 2,524 
Popular Science .. 153.1 34,286 140.1 31,388 
pS Seer eee 25.3 10,848 40.7 17,441 
WROCATIAR sb iccecass 12.6 5,424 8.0 3,414 
EE 645s eae ewes 13.5 5,801 12.3 5,270 
Street & Smith All 

Fiction Group... 1 186 3.0 558 
re ee 67.9 28,534 63.0 26,460 
Thrilling Fiction 

POD: 6 ianscawe-< 17.0 3,818 15.3 3,418 
Town & Country.. 85.3 57,295 145.7 97,902 
SEG snk oves Weer’ 28.2 12,079 34.2 14,681 
ae fy: ee 5.2 * 3,388 Aghae | = tadeote 
gl ” ares ee 67.2 39,514 87.0 51,156 

Total Group .... 1,920.4 905,823 2,013.5 960,681 

WOMEN 
MBSE sc atinenese 120.0 51,480 174.0 74,646 
Family Circle 23.8 10,207 20.6 8,847 
| er reeee. 88.7 38,072 155.3 66,638 
Good Housekeep- 

TE, eee 115.6 49,608 128.4 55,102 
Harper’s Bazaar... 156.3 98,797 227.5 143,758 
Ea ee 23.4 16,386 18.8 13,187 
+Household ....... 44.6 19,125 27.6 18,739 
Junior Bazaar 39.8 25,180 89.2 56,352 
Ladies’ Home 

BOGPERL cicvcses 135.4 92,097 128.4 87,293 
Mademoiselle ..... 183.0 78,507 238.0 102,102 

5 8 6 a rar as 91.1 61,934 96.8 65,837 
| Modern Romances 

4 3 eee 35.8 15,350 45.1 19,356 

| Modern Screen 

CRERED ce kcnsaate es 33.2 14,250 53.1 22,792 
Motion Picture (F) 42.2 18,101 56.1 24,046 
Movieland ........ 30.6 13,132 39.2 16,829 

| Movie Life ....... 29.8 12,778 37.0 15,889 
Movie Show ..... 24.1 10,323 28.6 12,257 
| Movie Stars Parade 29.4 12,622 37.0 15,889 
Movie Story (F).. 40.2 17,245 54.7 23,456 
Berrie re 29.4 12,622 37.0 15,889 
| Parents’ (N. Y. 
| Metro Ed.) ..... 78.1 33,487 82.6 35,449 
| Parents’ (Natl)... 70.2 30,104 75.5 32,371 
Personal Romances 26.1 15,494 30.0 12,862 
Photoplay (Mac).. 50.4 21,610 65.2 27,963 
|*Promenade ...... 30.9 13,256 50.7 21,736 
| Radio Mirror 

30) ee ee 35.7 15,289 40.2 17,241 
*Real Romances... 28.0 11,923 26.0 11,135 
*Real Story ...... 28.0 11,923 26.0 11,135 
*Screen Guide 30.6 13,132 mae. - etecs 
bScreenland ...... 22.4 9,620 28.6 12,263 
Screen Romances.. 31.5 13,498 46.2 19,835 
DEE 6 ésaeeee ves 27.7 11,651 27.7 11,745 
bSilver Screen .... 21.8 9,362 28.6 12,263 
Today’s Woman 29.7 12,737 18.8 8,053 

| True Confessions 

cre wie venesedees 49.3 21,168 58.1 24,917 
True Experiences 

4 eer 42.2 18,118 42.7 18,332 

| True Love & 

Romance (Mac). 41.0 17,591 40.6 17,406 

| True Romance 

CHERSD sasciicoce 42.0 18,022 46.0 19,724 
True Story ....... 74.0 31,355 68.0 28,886 
Vogue (2 issues).. 296.0 187,061 353.3 223,309 
Woman's Day .... 59.8 25,648 50.1 21,485 
Woman’s Home 

| Companion ..... 78.0 53,020 76.5 52,003 
Total Group .... 2,402.3 1,212,651 2,871.1 1,455,011 


1947 
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1947 


FEBRUARY ADVERTISING LINAGE IN NATIONAL MAGAZINES 


r 1948 ~ 1947——__. 
Pages Lines Pages Lines 

OUTDOOR 
American Rifleman 50.0 21,460 48.2 20,692 
Field & Stream... 57.0 24,451 63.3 27,153 
Fur-Fish-Game 25.8 11,069 22.9 9,839 
Hunting & Fishing 24.3 10,412 24.4 10,463 
Outdoor Life ..... 47.4 20,342 50.1 21,472 
oo ee 20.5 8,787 19.6 8,418 
Sports Afield ..... 51.1 21,902 53.2 22,820 

Total Group .... 276.1 118,423 281.7 120,857 

YOUTH 
American Girl.... 13.3 5,697 11.0 4,712 
BRE REO: bc ascess 16.5 11,241 17.0 11,549 
7Calling All Girls. 19.9 8,539 19.2 8,054 
ee SUUE: hace 0606 1.8 773 a. 1,131 
Open Road ....... 10.5 4,486 10.0 4,296 
Seventeen ........ 98.4 66,932 142.1 96,651 

Total Group .... 160.4 97,668 201.9 126,393 

COMICS MAGAZINES 
+Calling All Boys. 1.4 553 r Bf 659 
Famous Funnies.. 4.0 1,548 5.5 2,128 
*cHarvey Comics 

0) ee re 2.0 756 0.5 189 
National Comics 

2 ee 9.5 3,591 7.0 2,646 
+Polly Pigtails ... 4.4 1,783 5.0 1,896 
+True Comics .... 2.1 857 5.7 2,171 

Total Group .... 21.4 8,332 24.9 9,500 

WEEKLIES—JANUARY 
American Weekly. 56.8 56,794 53.4 53,368 
Business Week ... 291.8 122,570 243.2 102,547 
Christian Advocate 20.6 8,670 12.1 5,090 
ge See 147.8 100,425 125.3 85,211 
Se ivrsds és ems 83.5 36,041 83.5 35,942 
EPP cre cr 31.5 13,525 29.8 12,654 
Pee 23.1 24,238 22.4 23,521 
eLiberty ....cccee. 19.7 8,455 37.6 16,120 
0 rer ok 233.3 158,646 223.5 151,993 
ree Te 49.6 33,747 57.5 39,129 
Newsweek ....... 185.7 77,988 184.7 77,576 
New York Times 

Magazine ...... 91.9 78,094 111.6 94,826 
dNew Yorker 193.5 82,992 194.3 83,345 
fPathfinder ...... 29.2 12,536 34.5 14,820 
ree 17.8 15,170 23.3 16,704 
dSaturday Evening 

er rr erie ee 277.9 188,957 243.4 165,505 
7Saturday Review 

of Literature.... 28.0 9,716 34.0 12,954 
Bemelastic ...csece 19.3 8,091 21.2 8,899 
gSporting News... 16.9 18,110 21.9 23,479 
This Week Maga- 

De gieassadasis 40.7 34,580 30.8 26,150 
Serer re ee 239.0 100,422 266.7 111,949 
hUnited States 

i en 94.5 39,674 127.4 53,5265 

2,182.1 1,215,317 


Total Group .... 


*Not included in totals. 
aFirst issue June, 1947. 


2,192.1 1,229,441 


bScreenland and Silver Screen sold as unit in 1947. 


+Page size changed. 


cPublished bi-monthly. January-February issues 
combined. ~ 

dFive issues 1948; 4 issues 1947, 

eOne issue 1948; 3 issues 1947. 

fTwo issues 1948; 3 issues 1947. 

gFour issues 1948; 5 issues 1947. 

hFive issues both years. 

CANADIAN 
Canadian Home 

| ae 34.6 23,512 41.9 28,49 
Canadian Homes & 

Gardens ...ccce- 48.1 32,292 29.9 20,085 
Chatelaine ....... 35.8 24,365 41.1 27,938 
Maclean’s (2 issues) 54.7 37,210 55.4 37,658 
SEONTGIE. scccaccers 47.4 31,853 73.6 49, 16! 
National Home 

ae ee 17.3 11,779 24.3 16,514 
*New World ..... ee ee 20.7 14,)9 
Revue Moderne, La 20.3 13,792 20.3 13,74 
Revue Populaire, 

Ma dete baeeteeas 25.2 17,647 27.7 19,39 
+Samedi, Le ...... 14.6 10,200 17.4 12,21) 

Total Group . 298.0 202,650 331.6 225,52! 

*Not included in totals. No February, 1948, is-ué 
due to printers’ strike. 

+January linage. 

Canadian National Weekend Newspapers 

(Rotogravure linage) 
ala Patried ..ccees 11.4 11,377 14.4 14,\4 
T98L OS POSSE 2 2c00% 19.9 19,971 yy 17, 
+*Montreal Stand- } 

MPG cccccscccecs 24.5 24,508 23.5 2 7 
+*Star Weekly.... 30.5 28,956 36.8 34, 

Total Group .... - 86.3 84,812 91.8 89, /9? 


aFebruary linage. 
7January linage. 


*Five issues 1948; four issues 1947. 
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MAGIC CIRCLE—Typical of the Hot- 
point, Inc., plan of “hitting hard on 
individual products," described by 


President James J. Nance, is this two- 

color bleed page on its Magic Circle 

water heater scheduled for the March 8 

Life. Window displays, broadsides, 

direct mail, mats and demonstration kits 

back up the magazine promotion (AA, 
Feb. 2). 


Litho Foundation 
Finds It's Done 
Much Good 


New York — The Lithographic 
Technical Foundation recently 
took a good look at itself and en- 
joyed what it saw. 

In a brochure called “We'd like 
to make a pretty strong statement,” 
LTF said flatly: “Every litho- 
graphic plant in the U. S. is doing 
better work and earning more 
money because of the Lithographic 
Technical Foundation.” 

Bidding for support, LTF 
pointed out that since 1924 it has 
turned out startlingly effective re- 
search, and estimates that litho- 
graphers have reaped $20 in profit 
for each dollar spent in research. 
LTF, in platemaking, established 
the 3-1 albumin-bichromate ratio, 
introduced the use of the Baume 
hydrometer, pioneered the idea of 
pH control, reported the effects of 
relative humidity, and offered cel- 
lulose gum which can double the 
life of a plate and is replacing gum 
arabic. 


Shows Extra Profit 


LTF, the booklet claims, laid the 
groundwork in deep-etch, gave 
lithographers a substitute for alco- 
hol in the process during the war, 
developed a method which used 
water instead of alcohol, and 
recommended best methods for 
stopping-out. 

One lithographer admits an ex- 
wa profit of $100,000 from deep- 
etch, LTF points out. 

Otherwise, LTF did significant 
work in the gallery; worked on 
litho paper with the U. S. Bureau 
of Standards; worked with the Pa- 
per-Hygroscope, which tells if pa- 
ber will be troublesome before it 
starts to run; developed better off- 
set blankets and better inks. It 
claims to have inspired more than 
$10,000,000 worth of private re- 
search by suppliers of lithographic 
materials and equipment. 


Starts Training Programs 
In addition, it has inaugurated 
industry-wide training programs, 
and cooperated in the develop- 
ment of trade schools, held open 


house in laboratory and library for 
plant men, and has heen active on 
a consultation basis. 

Since 1924, the lithographic in- 
dustry has grown from $75,000,000 
to $300,000,000. LTF has an en- 
dowment of $1,000,000, and its in- 
come is composed of 25% from en- 
dowment, 75% from membership 
dues. 


Sponsor Script Contest 
Audio Devices, Inc., New York, 
producer of professional recording 
discs, and the Association for Edu- 
cation by Radio are co-sponsoring 
the 1948 National Radio Script 
contest. Open to all students en- 
rolled in recognized colleges and 
universities in the United States, 
the contest offers cash prizes for 
the best written scripts in the fol- 


lowing classifications: Original 
dramatic script, dramatic adapta- 
tion, non dramatic script for one 
voice and non dramatic script for 
more than one voice, and scripts 
suitable for home or school re- 
cording. 


Hill Joins Western 


Milton C. Hill, who for two 
years was the owner of M. C. Hill 
& Co., Hollywood advertising 
agency, has joined Western Ad- 
vertising Agency, Los Angeles, as 
account executive. 


ARF Elects Ellison 


Paul S. Ellison, director of pub- 
lic relations of Sylvania Electric 
Products, New York, has been 
elected a member of the board 
of directors of the Advertising Re- 
search Foundation, New York. 
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NWDA Appoints Burley 


Dr. Orin E. Burley, professor of 
marketing at the Wharton School 
of. Finance and Commerce, Uni- 
versity of Pennsylvania, has been 
appointed director of the statis- 
tical section of the National 
Wholesale Druggists’ Association, 
succeeding Prof. H. J. Ostlund of 
the University of Minnesota, who 
has retired. Dr. Burley’s first 
project will be an analysis of 


service wholesale druggists’ oper- 
ating figures for 1947. 


MAGIC WORDS 
That Sell by Mail! 


-_ to work for you certain ‘magic’ 
=F, at get maximum orders for ae 
torious products. We Sw a fully recognized 
advertising agency with staff of flight 
mail order specialists. Established 19 


ARTWIL COMPANY, Advertising 
26-B West 48th St., New York 19, New York 
MEdallion 3-0813 
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pn {. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE. NEW YORK 


1947 


reports 
advertising 
income 

at $1,152,000 
an all-time 
record 

for building 
publications 


The Architectural FORUM Magazine of Building, 350 Fifth Ave., 


New York 1, N. Y. 
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Names Smith Agency 


Illinois Powder Mfg. Company, 
St. Louis, manufacturer of Gold 
Medal explosives, has placed its 
advertising with Ralph Smith Ad- 
vertising Agency, St. Louis. Prod- 
uct literature, catalogs and direct 
mail will be used. 


Names Sackheim 


Tip-Top Products Company, 
Omaha, manufacturer of hair 
curlers and other products, has 
appointed Ben Sackheim, Inc., 
New York, to handle its adver- 
tising. 
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‘Get the Release, 


K&E Warns K&e 
in Legal Booklet 


New York—It isn’t startling 
news to most advertising men that 
they work in a field severely cir- 
cumscribed by legal restrictions. 

Last week Kenyon & Eckhardt 
released a new booklet called 
“Legal Problems in Advertising,” 
which a foreword says was pre- 
pared with the knowledge that 
“there are no standard methods or 
forms by which an agency can 
protect itself against all the various 
types of damage suits,” but with 
the hope that it would acquaint 
“all employes of Kenyon & Eck- 
hardt with the common legal prob- 
lems which we must watch con- 
stantly.” 

The 20-page booklet deals 
briskly with laws covering privacy 
and copyright, appropriation of 
ideas,.standard release forms, tes- 
timonials and prohibitions against 
lotteries, flags, money reproduc- 
tion, and restrictions on premiums 
and coupons. 


Of appropriations of ideas, the 


WON’T STAND STILL 


Florida has been doing something about the hous- 
ing shortage—for both families and business! 

In 1947, Florida’s building permits totaled $276.- 
000,000—an amount in excess of the 1925 “building 


boom” figure. 


big morning dailies. 


ing newspapers. 


This construction was not limited to homes and 
hotels. A large portion of it went into stores, garages, 
theatres, restaurants, industrial plants, municipal in- 
stallations, utility expansion—all basic barometers of 
Florida’s continuing stable growth. 

And more than 70 per cent of these millions of dol- 
lars was spent in the areas served by Florida’s three 


You can cover these major markets, where the bulk 
of Florida’s buying power is concentrated—effectively 
and at low cost—with Florida’s three leading morn- 
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| COMSTOCK 
PIE SLICED APRLES => 


ALREADY SLICED—Comstock pie 

sliced apples, product of Comstock 

Canning Corp., Newark, N. J., are be- 

ing promoted in a newspaper and radio 

test campaign throughout New Eng- 

land. Moser & Cotins, New York, is 
the agency. 


booklet warns “advertising ideas 
and/or material may be offered to 
almost any one in the agency from 
an outside source, either by mail 
or in person .. . improper handling 
has been the reason for many law 
suits and in some cases large sums 
have been awarded to the plain- 
K&E’s rules for handling 
ideas are simple: anyone receiv- 
ing a package believed to contain 
an advertising idea should turn it 
over to the office manager without 
opening it, and should never ac- 
knowledge receipt; if the package 
is opened, it should be turned over 
to the office manager, and no ac- 
knowledgment should be sent, 
nor should any “note or instruc- 
tions” be written which “may be 
used in court at a later date.” Cli- 
ents are asked to follow the same 


directly to them. 
The material is sent back to the 
sender with a release agreement. 


‘Get the Release’ 


On verbal submissions, the 
agency is even more cautious. 
“Don’t talk to anyone about any 
advertising scheme of which he is 
the author or agent without first 
obtaining his written release. . . 
This applies particularly to people 
whom you know very well. After 
the interview, turn the release 
agreement over to the office man- 
ager for permanent filing.” 
“When in doubt,” K&E says 
firmly, “get the release signed 
first.” 

Of agency responsibility, K&E 
notes “occasionally a client may 
request us to indemnify him 
against damages. Common law 
imposes upon the agency the re- 
sponsibility for using reasonable 
diligence, i.e., the care which a 
reasonably prudent man would be 
expected to exercise. We should 
not, therefore, assume additional 
liability.” The agency subse- 
quently adds that “absolute pro- 
tection is not always practicable 
and therefore some risks must be 
run... we should exercise sound 
business judgment, however, and 
not take any undue risks. If you 
are in doubt, consult our attor- 
neys.” 

Finally, K&E points out that the 
courts of New York have held that 
a gratuitous license to use a name 
and portrait in advertising is re- 
vocable, even though the adver- 
tiser has spent considerable sums 
while relying on the gratuitous 
license. “Therefore,” the booklet 
advises, “some consideration 
should be given in return for all 
releases the consideration 
named in a release should actually 
be paid to protect against the pos- 
sible cancellation or revocation of 
the release.” 


McCabe Joins Ettinger 
Tom McCabe, formerly in the 


WLAN and WCOG Join 
ABC; WDUK to Expand 


Station WLAN, Lancaster, Pa. 
1,000-watts, and Station WCOc, 
Greensboro, N. C., 1,000-waiis, 
will become ABC affiliates, effec- 
tive May 1 and May 23, respec- 
tively. Station WCOG, owned », 
the Inter-City Advertising Co)- 
pany, will replace WGBG, Gree: ;- 
boro. 

Meanwhile, Station WDUK, 
Durham, N. C., has been granted a 
construction permit to operate 
with 1,000 watts daytime and 500 
watts nighttime. The outlet now 
operates daytime only. 


Appoints Chancellor 


T. E. Chancellor has been named 
sales manager of the safety schoo! 
bus division of Reo Motors, Inc., 
Lansing, Mich., succeeding E. J. 
Elliott, who has resigned. 


KXXL Appoints Griffith 


Homer Griffith Company has 
been appointed. exclusive national 
representative of Station KXXL, 
Reno, Nev. 
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press department of Ted Bates, 
Inc., has joined the New York 


«? 


staff of Margaret Ettinger & Co. 


National Representatives: 
| FREE & PETERS, Inc. 
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State Ad Laws 
Vary Widely, 
Manual Reports 


New York — The Institute of 
Distribution has released its 1948 
edition of “Retailers Manual of 
Taxes and Regulations,” an in- 
dex of state and federal laws af- 
fecting merchants. 

The current edition is the tenth 
since the series began in 1935, and 
the format has been returned to 
its loose-leaf original. 

The section on state advertising 
laws shows that in advertising, as 
elsewhere, state laws vary widely. 
Most states have “truth in adver- 
tising” laws, but Arkansas, Dela- 
ware, Georgia, Mississippi, New 
Mexico. Outdoor advertising is 
regulated in Arkansas, California, 
Colorado, Connecticut, District of 
Columbia, Florida, Georgia, In- 
diana, Kansas, Maine, Maryland, 
Massachusetts, Michigan, Ne- 
braska, Nevada, New Jersey, New 
Mexico, Oklahoma, Oregon, Penn- 
sylvania, Utah, Vermont, Virginia, 
Washington and Wisconsin. Ten- 
nessee, the compilation says, pro- 
hibits outdoor advertising. 


Names, Pictures Banned 


There are various peculiarities, 
ranging from Michigan where “it 
is unlawful to advertise any pat- 
ent medicine in language of im- 
moral tendency or of ambiguous 
character” to Virgina’s “use of 
name or picture of any person for 
advertising purposes specifically 
prohibited.” 

Radio advertising of untrue ad- 
vertisements is specifically pro- 
hibited by Illinois, New York and 
Utah—which covers “telephone 
dissemination” .as well. Maine ab- 
solves newspaper publishers and 
station operators “unless they 
have actual knowledge of falsity”; 
South Carolina limits responsi- 
bility to “statements which are 
intentionally untrue,” and Colo- 
rado lets municipalities also regu- 
late advertising. 

Other subjects covered in the 
edition are federal and state taxes, 
occupational and excise taxes, 
chain store taxes, business and oc- 
cupational restrictions by states, 
federal and state trade practice 
regulations, wage and labor re- 
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strictions, federal and state taxes 
on property, income and profits, 
and municipal taxes. Copies are 
available at institute headquar- 
ters, 25 W. 43rd St., New York, for 
$7.50. 


AMA Schedules Meeting 


The American Marketing Asso- 
ciation will hold its spring con- 
ference at the Hotel Statler, Wash- 
ington, D. C., June 14-15. The 
central theme of the meeting will 
be “Marketing and the Federal 
Government.” 


Gets Textile Account 


Duplan Corporation, New York, 
textile weaver and throwster of 
rayon, nylon and glass, has placed 
its advertising with Fred Wittner 
Advertising, New York. 


Promotes Hackenberg 


William B. Hackenberg, assist- 
ant manager, field force, has been 
promoted to sales promotion man- 
ager of all Campbell and Franco- 
American products of Campbell 
Sales Company, Camden, N. J. He 
joined the company in 1935. 


Hoffman Promoted 


Edwin F. Hoffman Jr. has been 
promoted from New York man- 
ager of Transportation Supply 
News to eastern advertising man- 
ager. 


Whats tu 
Vour Fatue? 


Can your Product or Service be sold to the Dairy 
Industry? If so ... Your Future will be actively 
profitable if you get your share of the $7 Billion 
Dairy Industries Market. The best way is through 
MILK PLANT MONTHLY .. . most authoritative 
Dairy publication since 1912. 


ABC Audited Since 1929 


@@) Milk Plant Monthly 


Two Name Posner-Zabin 


N. Edelson Sons Corporation 
and Gail Novelty Company, New 
York, have appointed Posner- 
Zabin, New York, to handle their 
advertising 


327 SOUTH LA SALLE STREET, CHICAGO 4 


These catalogs are always 
in the thick of the buying 


They are always within easy reach 

of thousands of people who specify or buy 

the materials and equipment they describe. 

This is an ideal arrangement 

from the sellers’ viewpoint, and also from the buyers’. 


Here’s how it is set up. . 


The six catalogs you see in the picture 

and a lot more (nearly two hundred) 

are assembled in a big collection of manufacturers’ catalogs 
called Sweet’s File for Builders. 

In this pre-filed form, they are delivered to active offices 
of designers and builders of light structures. 


This system works beautifully. 

Manufacturers say, ‘‘Now we can send our catalogs 
direct to active builders — and know they will stick.”’ 
Builders say, ‘“This is the best catalog file we ever had.”’ 
Some add, ‘‘We wish many more suppliers 

would put their catalogs in Sweet’s.”’ 


When catalogs are distributed in this way, 
they are always in the thick of the buying. 
They bring sellers and buyers together 

in the shortest possible time 

and at lower cost 

—to the benefit of net profits. 


If you need a new catalog 

for any of the construction markets 

or for any of the industrial markets, 
remember that Sweet’s service can help you 
design it, distribute it and keep it accessible 
in the offices of your best prospects. 


For further information on this and other Sweet's Files, 
please see the Market Data Book, or write. 


Sweet’s Catalog Service 
Division of F. W. Dodge Corporation 


New York 18, 119 West 40th Street 


BOSTON 16......... 31 St. James Avenue DETROIT 26....... 548 Free Press Building 
ee 70 Niagara Street LOS ANGELES 13...... 816 West 5th Street 
CHICAGO 54...... 700 Merchandise Mart PHILADELPHIA 7.... 1321 Arch Street 
CINCINNATI 2......... American Building PITTSBURGH 22... . .Professional Building 
CLEVELAND 15...... 1422 Euclid Avenve es Os cove cass aus a 721 Olive Street 
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McGraw-Hill Appoints 
Kirkpatrick and Lawler 


S. D. Kirkpatrick, editor . of 
Chemical Engineering, New York, 
has been appointed acting editor 
of Food Industries, also a Mc- 
Graw-Hill publication. 

Frank Lawler, who joined Food 
Industries in 1933 and was its 
managing editor from 1939 to 
1945, has returned to the pub- 


EXPORT 
TRADE & SHIPPER 


circulates entirely among export man- 
agers of American manufacturers and 
other foreign trade executives in the 
United States. 


@> THE LEADING WEEKLY @D 


for marine insurance companies 
steamship lines, export publications 
and other advertisers having services 
to sell to American exporters. 


lication as executive editor, after 
serving on the Business Week 
staff, and more recently as editor 
of the McGraw-Hill Digest. 


NBC Promotes Stockmar 


Edward Stockmar, manager of 
the NBC central division network 
sales service department, has been 
appointed an account executive of 
the central division, succeeding 
John McCormick, who has been 
appointed manager of Station 
WTAM, NBC managed and oper- 
ated station in Cleveland. George 
Diefenderfer has taken over the 
St. Louis sales territory. 


Travis to Detroit Trust 
Noble D. Travis has been ap- 
pointed vice-president in charge 


of advertising and public relations 
of the Detroit Trust Company. 


Sonora Names Kahn 


Sonora Radio & Television Com- 
pany, Chicago, has placed its ad- 
vertising with Robert Kahn & As- 
sociates, Chicago. 


_ Real Buying Power 


OVER 500,000 DAILY CIRCULATION 
OVER 1,500,000 LOYAL READERS 


The circulation of the 49 newspapers of the Ohio 
Select List has increased over 30% in the last eight 
years. This is 2% times Ohio’s rate of growth. 
Place your advertising dollars in a fast growing 


market and you'll get results. Don’t neglect this 


half of Ohio. 


It’s rich, it’s- industrialized, it’s 


spending money. And it includes most of Ohio’s 


farmers—58 of the 88 counties. Write, wire or 


phone. 


SELECT LIST 
NEWSPAPERS. 


DIRECT SELLING IS BIG BUSINESS — A 2 BILLION DOLLAR MARKET 


Wh © advertises 


in SPECIALTY SALESMAN ? 


os Ted WAY 10 GARATEA Baku buCcESE. 


SPECIALTY ) 
ALESMAN 


MAC..2INE 


Geo. Master Gar- 
ment Co. Work Clothing 
These are just a few companies using 
Direct Selling methods 


Fashion Frocks, Inc. Women’s Dresses 3,500,000 
1,850,000 


—- ym 4 
EST. & 
\— 
NAME OF CO. PRODUCTS VOLUME , 
Fyr-Fyter Company Extinguishers $1,750,000 = . 
Knapp Brothers,inc. Adult Shoes 2,800,000 
J. B. Simpson, Inc. Men’s Dress ; ; ; 
n's Ore sso0,000 | First in the Field 

Stark Nurseries Shrubs G Trees 6,000,000 


The oldest sales publication 
with the largest readership 
in the Direct Selling Field 


Helps manufacturers to bigger sales 
because it helps readers to bigger incomes 


SPECIALTY SALESMAN gives you the world's 


in the field of direct selling. 


largest sales force —the top salespeople 


It has an iron grip on its readers because they use 


SPECIALTY SALESMAN as their manual and guide to bigger incomes. They study the 


advertising for lines they want to sell. 


SPECIALTY SALESMAN founded and solely 


sponsored the nation-wide Direct Selling Legion. Find out if your product is suited to 


 «~«, 


Direct Selling. Write for booklet ‘The Quickest Way to National 


The Soles’. Tells all you want to know about Direct Selling field. 


si Wey & 


Qusche , 
Nalsonal octet 
How ' + Sho’ 


$2 000 00° o0° 


manent! 7 


marron 


av 
paortastt: sconaence 


gm SPECIALTY SALESMAN MAGAZINE 


Dept. A-10 © 


| 307 N. Mich. Ave., Chicago 1 * 200 5th Ave., N. ¥, 10 
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Edis ther telephone operator ty Ed the fore tages. Tt has hope wage cates biaggh. It has company, Cevnl fr « theematets of steak 
wart, thes have twe things G comet. Jed to ermphewee beuekit phurs whined tached hukders wha amn the compan Grad fer 
thes re avighty gand pongle, in aeighty good retivesmett with Hf imcome wt 45, cash the coramuniters Where these peaple suke 
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The average length of emptov ment for all aorident and acksess benefits stores, gand netghdarts. 
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STANDARD OIL COMPANY OF NEW JERSEY 


ee 


ESSO CAMPAIGN—The new Esso Standard Oil Co. employe relations drive will 
give the public an emphatic picture of what Esso workers are doing and thinking. 
The agency is McCann-Erickson, New York. 


Issues New Book 
on How to Handle 
Suggestion Plans 


New Yorx—‘“Idea power is the 
most tremendous human force in 
the world,” observes Herman W. 
Seinworth in his new volume on 
“Getting Results from Suggestion 
Plans.” 

Mr. Seinworth, now with the 
industrial relations department of 
Swift & Co., Chicago, and past 
president of the National Associa- 
tion of Suggestion Systems, de- 
scribes in detail the mechanics of 
setting up a suggestion program, 
and tested policies and procedures 
for conducting them. 

In addition, he analyzes the 
plans of 11 representative com- 
panies in the fields of manufac- 
turing, transportation, public util- 


ity, department store and bank- 
ing, as to history, policy, proce- 
dure, promotion and results. 

The volume is published at $3 


by McGraw-Hill Book Company. | ' 


Foutz Names V.P.s 


Vanya M. Carlson, formerly 
creative director of Dave Foutz 
Advertising, Hollywood, has been 
named vice-president. Jimmy 
Fritz, vice-president, has been ap- 
pointed executive vice-president 
in charge of all branches. 


Bach Joins Arnold 


Daryl Bach, former copy chief 
at Cory Snow, Inc., Boston, has 
joined Arnold & Co., Boston, in 
the same capacity. 


April Joins Steere 

Robert P. April has joined the 
art staff of Howard D. Steere Ad- 
vertising, Detroit. 


STATE 5977 
— 


Raeewn Copy $ 


* CHICAGO 64, 


123 N. WACKER DRIVE 


The salesman arm 
with a photographic presentation can 
do a better selling job. RCS 
photo prints are at work today in 
hundreds of sales kits. How 


ERVECE. 


ILLINOIS 


Buys Glass Division 

Monogram Glass Company, 
Evanston, Ill, has purchased the 
Century Glasscraft division of 
Century Metalcraft Corporation, 
Chicago and Los Angeles. Mono- 
gram also has acquired the Cen- 
tury showrooms in the Merchan- 
dise Mart, Chicago, which wil! 
serve as midwest sales offices for 
Monogram. 


BBDO Names Vonderlin 


George Vonderlin has _ been 
named office manager of the De- 
troit office of Batten, Barton, Dur- 
stine & Osborn. He joined the staff 
two years ago. 


Abco Appoints Stone 
Jack Stone has been appointed 
sales manager of Abco Sales Com- 
pany, Los Angeles, distributor of 
Abco unbreakable coffee maker. 


Joins Gray & Rogers 

Gale D. Benn has joined the 
public relations staff of Gray & 
Rogers, Philadelphia agency. 


67, 5% FOREIGN SERVICE 
Readers Are Married . . .” 


And in addition, 16.5% will be 
married soon. This means that of 
our 1,300,000 subscribers, there are 
1,014,000 readers interested in buy- 
ing homes, home furnishings, 
clothing and thousands of other 
items. You can sell this rich veter- 
ans’ market through the pages of 
Foreign Service . . . the magazine 
veterans believe in! 


*Daniel Starch Survey 1947. 


Write for your free copy of Daniel 
Starch survey. In easy-to-read folio 
form, it proves conclusively you 
need FOREIGN SERVICE to get 
complete coverage of the Veteran 
market. 


Published by 


VETERANS OF FOREIGN WARS 
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Wall St. district. In thi lected 
‘Speculator’ Copy pond tims ooo the ad, 34% ‘send 
Brings Inquiries 


all of it, 53% read the headline. 
' On a strict attitude basis, Ne- 
New York—The response to its well-Emmett found that of the 
advertisement defending commod- 222 men, 28% were highly favor- 
ity speculators was still astound- | able to the advertisement’s mes- 
ing Merrill, Lynch, Pierce, Fenner | Sage, 49% were neutral, 23% 
& Beane last week. /reacted unfavorably. But of the 
The broker had received “sev- | unfavorable votes, only “two or 
eral hundred requests,” had al- three” disliked the ideas ex- 
ready sent out its first 40,000 re- | Pressed in the copy—they objected | 
prints, and had ordered 300,000 to the lack of illustration, and to) 
more. Some of the requests asked | the length of the text. | 
for 5,000 copies, and many came Se 
from colleges and universities. 
Besides the first ad which ran 
in 19 dailies all over the country, 


Appoints Wennergren | 

Earl Wennergren has been - 
pointed publicity director of the 
the brokerage house used small| Iowa Development Commission, a | 
space—84 lines—in 97 newspapers state group set up to promote | 
offering the booklet during the| Iowa industry and agriculture. | 
first week in February, and re- SS | 


turns from the second ad had not | ‘Post’ Adds ‘Parade’ 


yet started to come in. 5 ae 
: . | Beginning Feb. 1 the Boston) 
Albert Frank-Guenther Law is| post became the 22nd newspaper | 


the agency. to distribute Parade. 
Tests ‘Opinion’ Ads 


College Graduates ri “Sudy indicates. that mos! 
Offered $200-235 = from'a thira to half of them mar. 
for First Jobs 


ried and most accepting jobs only 
MINNEAPOLIS—Starting 


where they are able to find satis- 
salaries factory new living quarters. 

for college graduates have about) 

doubled since 1939. For midyear | 


graduates in business administra- Appoints Frost Agency 

tion and other non-technical) Harry M. Frost Company, Bos- | 
studies, the current starting sal- tom, has been appointed to handle 
aries range from $200 to $235 a| the advertising of Spaulding-Moss | 


._|Company, Boston printer, repro-| 
month, and about $40 more for |duction specialist and supplier of | 
technical graduates. 


materials for artists, architects, | 


—when you use the same avenue 
of communication your 
customers do 


These figures are reported by draftsmen and engineers. 


“CONVENTION ANDEXH/B/T ) | on Y/ 
B007HS anv DISPLAYS if Pini of ‘ 


Northwestern National Life In-| 
surance Company, in a review of | 
employment trends covering 12 | 
years. 
The demand so far for winter | 
graduates includes a sharp in- 
crease in calls for sales personnel, | *COUNTER 
the company finds in its survey of | @ YS 
34 major universities. Most schools | DISPLA 
expect all available graduates to | 


CHICAGO ADVERTISING DISPLAY CO. 


37 No. Wacker Drive ... . Chicago 6, Ill. : 
Phone Franklin 6957 : 


A measure of the advertise- | 
ment’s effectiveness was provided | 
quite accidentally—so far as Mer- 
rill, Lynch was concerned — by 
Newell-Emmett Company. Newell- | 
Emmett was testing ads which 
tried to change opinions, and 
measured the original Merrill, 
Lynch ad along with one from 
United Aircraft Corporation on the | 
Finletter Commission’s report, and 
one from Esso Standard Oil Com- 
pany on oil conservation. 

The broker’s defense of specula- 
tors had phenomenal results. New- 
ell-Emmett found that the ad 
was remembered by 47.7% of 222 
men interviewed, all culled from 
upper and middle income groups. 
Some 17.6% correctly identified 
the ad as belonging to Merrill, Mil 
Lynch when the signature was MAT 
masked. | NW | Hl 

The ad was roughly twice as WN 
effective as United Aircraft’s, and 
Esso’s copy ran in between the 
two. 


Remembrance Differs by Class 


The income breakdown on the 
222 men showed that 51% of the 
upper income group remembered 
seeing the ad, against 43% for the 
middle income group, and 19-38% 
read the copy against 10-30% for 
the middle income brackets. 

In addition, Newell - Emmett 
tested a panel of 60 men in the | 


PRINTING 


DAVARRTRALRALAARAATALLL REL Eee 


-WHITEHALL— 


} 


2300 


N IMPOSING group of successful | 
advertising executives find this 
a lucky number. It enables you to use 
& service consisting of ad-setting, en- 
graving, printing and creative ability 
~all under one roof... Specially 
trained men are always on their toes 


to serve you so well that you will come 
back again. We can lighten your bur- 
dens—and at the same time produce 
better and more profitable printing 
for you—at a saving of time, trouble 
and money. Phone Whitehall 2300. | 


AITHORN 


ORPORATION 


your 


“SETTING « ENGRAVING + PRINTING 
N. RUSH ST., CHICAGO, WHiteholl 2300 


ORE AND 
M are finding in this handsome new paper 
—Cockletone Bond—the quality, the “heavier 
feel,”’ the crisp crackle and snap to lend added 
distinction to their business messages. 
It has become today a link in their daily 


SEND FOR THIS FREE SAMPLE BOOK... 


Contains samples of Cockletone 
Bond in all weights for letterhead 
use. Also matching envelopes. Ask 


..send the coupon or write on 
your business letterhead. 


LOOK FOR THE COCKLETONE WATERMARK 
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activities because it says unmistakably, ‘This 
is a message of importance.” We invite you 
to examine for yourself this new accomplish- 
ment of modern papermaking...then consider 
appointing it your business representative. 
(Its moderate cost will surprise you.) 


MORE of America’s business men 


‘ 

Hammermill Paper Company, ' 
1459 East Lake Road, Erie, Pennsylvania. ’ 
‘ 


Please send me—F REE—a sample book showing 
the New HAMMERMILL Cockletone Bond. 


printer to show you samples 


Poirtian 
, Please be sure to write on, or attach 
coupon to, your business letterhead. 
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4 . 
4 Johnson Quits Paper FEBRUARY ADVERTISING LINAGE IN FARM PUBLICATIONS 
J . wget Cc m Py 
seni to Join PR Firm a ommaneccial 
Merrill C. Johnson has resigned Excluding Excluding 
. ? ah Poultry, Poultry, 
i as retail advertising manager of. Livestook Livestock 
7 the News-Sentinel, Fort Wayne, — Tae Advertising —, and Classified r—— Torah Advertising —— and Classified 
, : ns rc —__«—— 7~-—_— 7 -—1948——, -——_1947—_, 7 
Ind., effective March 1, to join ages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines 
d Armond Gemmer & Associates, FARM M AGAZINES Indiana Farmer's 
Fort Wayne public relations firm ‘ . 3 . On Serer 28.38 22,195 24.9 19,564 16,643 12,772 
eee! werenen-s-Fene S5008 67.2 S000) 86,178 90,298 | stamens Parmer 35.5 26,966 30.0 22,817 22,605 17,091 
which will be incorporated under | Country Gentleman. 88.5 60,192 109.7 74.594 55,945 70.258 Michigan Farmer... 41.2 31,629 42.8 32,458 28,275 28,531 
. the name of Gemmer-Johnson | Farm Journal .....113.6 48,772 96.0 41,282 45,206 37,007 | Missouri Farmer .. 7.8 5,567 6.0 4,718 5,241 4,253 
: and will move to larger quarters | '"¢stessive Farmer: oe ky a oil SDI op RE oy ey Hh Me 
i 74 iti ‘ ‘ ontana Farmer .. 36.8 27,807 29.2 2,05 2,192 ,350 
a pel pong ne yt Pepa, «= pa seegee 83.3 60,618 69.3 50,422 55,691 45,198 | Nobraska Farmer... 58.6 44,324 55.4 41,900 35,623 33,152 
ar ee ' " . . : New England 
: : q 5 7 99 P ¢ 4 
| JAMESTOWN. N. Y Sar and wlll. Randle the advertio+s| < gocsene ww vg TY SASS THF E067 60.928 (06.296) omestend ...... 38.3 26,802 41.8 29,281 19,744 21,403 
bye: Fe ing agency division. Edition ....... 76.1 65,428 68.7 50,033 60,909 45,120 | Gro ranmen --: °°: Hoe ere ae Re te ie et 
Mien.-Le.-Ark r ssa O29 ‘3408 21, 21, 2 
has total bank deposits of —— 75.6 55,038 66.2 48,189 49,565 42,303 | Oregon Grange 90,9 16.884 22.3 14.208 18824 26196 
‘ $ Ostrex Names Pennell Texas Edition ... 84.5 61,548 71.9 52,318 54,267 45,705 Peatsyivanin i 24% r : ° 
*In all 5 Editions... 66.9 48,675 58.5 42,605 45,881 39,367 ; 57 54 553 41.332 39.815 
. 69,000,000 Ostrex Company (Canada) Ltd.,|*aver. 5 Editions.. 79.8 58,098 69.2 50,405 52,731 44,905 | ,,,harmer ---.----. 7-8 $4058 55.9 toet oeo4) | s.66o 
ful | Toronto, has placed its advertis-|Seuthern Agricul; 7 Wallaces’ Farmer & 
’ The key te ing with Margaret Pennell Adver- 8 turigt tne ts sss ¢ 61.7 36,168 4 rey | ag pase py Iowa Homestead.. 56.4 44,249 52.8 41,386 38,321 33,436 
maximum sales is the. . . tising, Toronto. Weekly and daily |’ uccessful Farming.111.0 50,088 93.0 41,5 47,225 38,47 Washington Farmer 32.1 25.027 29.1 21,974 22,563 19.415 
4} , . so eemeenced —E , Pl 
1 newspapers and farm papers will) Teta! Group ..... 865.2 528,627 743.0 477,328 486,032 430,865 | CY tarern Farm 155.8 122,142 151.9 119,125 22,210 18,017 
Wisconsin Agricul- 
JAMESTOWN be wees MONTHLIES eee Aor hi dasha en oeihes:SOBO See 
Agricultural Lead- — . bey rene pte tan amet 
' . s ers’ Digest ...... 21.5 4,221 20.1 3,939 4,221 3,939 Total Group ..... 985.7 765,092 911.6 706,87 : 514,147 
) ost- Ournal Appoints Louis Bass Na Pt x allt ar 
i Louis Bass, formerly with Ar-| , Growers... pos MGT 19,794 39-2 16,704 19,304 16,342 | Arisona Farmer ... 58.5 43,960 49.4 37,331 40,166 34,874 
ONLY Daily News American. Poultry 
y paper thur Meyerhoff & Co., has been) Journal: TR BN a i eee and anes 
1 Clreulation opulatior ; . ‘ > SAiti j 9 ‘ 5 or E+ cen ak wa s 60 0 9.7 7, \ . . , 
d appointed an account executive in Eastern Edition!.. 64.8 27,833 79.4 34,081 14,164 15,259 ‘ca : 
{ 25,748 ABC 51,336 ase City Zone ra Chicago office of Bozell &| Cemttal Edition... 55.4 23,771 63.5 27,249 13,296 12,278 ee ee 60.1 45.457 54.5 41,225 36,346 34,942 
: & Western Edition.. 45.2 19,376 51.2 21,956 11,780 11,517 Serpeem, wearers? Cece tees Coe 5741 32.047 29.346 
| Jacobs * Sditions ° ° Southern Edition. 54.5 41,229 47.2 35,741 32, 29,346 
i acobs. In all 3 Editions.. 41.5 17,821 47.6 20,452 11,236 11,118 | | pONrvern 67.0 48°794 53:9 39,253 37.424 30.68 
i | Better Farming ra : ‘ ‘ 2 37,42 »685 
* Sie 5.9 ; ; ia : Pp 
Better, Fruit 1.1... 29:6 12420 26:8 11.270 121420 11.270 | Total Group .....249.8 186,581 213.4 159,691 152,156 184,645 
"| Breeder's Gazette.. 25.0 11,268 25.0 11,240 8,807 6,011 Weeklies—January 
, a Citro- 25.8 16.968 23.8 15.764 16,682 16,400 | CCADRer'®_Weekly.. 10.1 22,541 9.5 21,831 15,439 13,120 
‘ ‘ BPGPR ..ccccccces mo . ° , ° ’ fWeekl Kansas 
} : s, Cattleman, The .... 78.5 32,966 88.8 37,299 17,115 16,467 City aoe 17.9 44,099 11.0 27,031 30,334 18,851 
; ‘e CHICAG he \ : eCooperative Digest. 18.3 3,832 20.0 4,200 3,832 4,200 eee s med ctinteenane 
- Electricity on the Total Group ..... 28.0 66,640 20.5 48,362 45,773 31,971 
; 2 _ 70 PHOTO-ENGRAVERS ES Josey ccun cd 19.8 7,054 18.9 6,730 7,054 6,730 oe ee 
‘ ; ' a r Farm and Ranch... 47.4 33,192 47.9 33,586 27,488 28,775 Dallies—January 
H “% ar ‘ 7 | Farmer-Stockman.. 36.1 27,322 31.9 24,085 25,075 21,901 Chicago Daily Drov- 4 * F zn 
| Florida Grower .... 22.1 15,011 22.0 14,991 14,256 14,525 ers Journal ...... 24.6 52,271 31.7 67,535 29,939 37,555 
Hoosier Farmer ... 19.6 8,941 16.2 7,342 7,682 6,848 Kansas City Daily - ‘ 
| Kentucky Farmer... 24.4 19,122 21.4 16,762 16,918 14,188 Drovers Telegram 31.5 67,090 42.5 90,437 41,516 52,441 
| bMichigan Farm Omaha Daily Jour- . . 
OF Oe 2.0 4,501 2.3 4,862 4,361 4,242 nal-Stockman ... 40.3 85,661 49.7 105,686 60,710 70,450 
| National Live Stock St. Louis Daily Live £ 
| Producer ........ 10.9 8,001 7.0 6,096 7,477 ~ 4,632 Stock Reporter ... 12.4 26,356 21.3 45,277 17,882 31,261 
Ne yr Je a ‘ar _ _— — ——— ee a 
‘anil oe. 42.7 19,224 48.4 21,814 16,483 16,502 Total Group ..... 108.8 231,378 145.2 308,935 149,547 191.707 
| Ohio Farm Bureau Pa ah ae ; 
Dy RM eI S's no « 16.4 7,371 12.0 6,395 6,973 4,982 *Not included in totals. p 
Poultry Tribune: aBegan publishing September, 1947. 
Eastern Edition... 80.6 34,576 83.6 35,896 20,464 17,729 bPage size changed. 
Central Edition... 69.7 29,885 69.4 29,799 19,352 15,531 cPublished twice a month, . noe 
Western Edition.. 58.5 25,088 54.6 23,443 17,072 12,971 dIncludes 94,080 lines 1948, and 97,853 lines in 1947 of ad- 
| *In all 3. Editions.. 53.1 22,765 50.0 21,434 15,894 12,334 | Vertising in Annual Livestock anata number, 
|Southern Farmer... 13.8 11,000 6.5 5,167 9,900 4,029 eFive issues uote; ‘ issues a 
| Southern: Planter... 41.5 29,040 37.1 25,975 26,171 22,908 tPour issues 1948: 5 issues 1087. 
| Western Dairy eThree issues 1948; 2 issues 1947. 
ew aa 41.1 17,293 43.3 18,200 9,642 9,196 
pao Livestock CANADIAN 
‘ os eee 26.9 53,298 93.1 39,112 17,146 15,806 | ow ie 
| ay oe ees a ( y- Py ee ‘x = M 
r | Total Group .. .1,096.4532,030 1,040.9 508,454 384,787 341,084 | man... -....-- ee ceeee: Gans ae aos 4 ah ask 
; o y ruide, e. oS. ive ol. 6 of, . =e,0T0 
; Frye gt egg atFamily Herald & 
: Arkansas Farmer. 11,2 8,494 11.5 8,697 7,372 7,726 Weekly Star: 
t | Idaho Granger . 7.8 8,414 9.5 10,346 8,400 10,346 Eastern Edition.. 56.5 56,453 78.2 78,205 32,267 44,730 
' | Nation’s Agric ulture 8.3 3.773 «611.1 5,010 3,773 5,010 Western Edition... 51.4 51,445 66.7 66,668 7,456 43,210 
‘ | _- oS Farm & Ranch 
Total Group ..... 27.3 20,681 32.1 24,053 19,545 23,082 aes 19.5 14,081 20.0 14,380 13,114 13,098 
+Farmer's Advocate 
Breen om aad & Home Magazine 27.0 18,947 32.7 22,863 14,007 15,883 
American er = ™ +Far "s Magazine 16.5 11,524 23.5 16,433 9,04 11,113 
Leer 32.1 23,886 24.1 24,816 20,426 21.037 | Srrce Press Prairie ; r 
Riiawe ts. Vranee * : ere 86.8 97,631 88.2 99,196 43,875 46,473 
‘Muni tues 19,502 23,398 19,462 | +wWestern Producer.. 50.1 53,635 51.5 55,077 25,998 26,340 
| a*Colorado Rancher a a ee oe ae ee o 
Oo ere 24.8 18,760 ... cusses S6/480 ey = age 4 368.7 230 916.291 236.582 
|pakota Farmer... 46:7 $6107 417 s8ii 88745 20,038 POL ATOED. . - . .SE0.4- EEE, TRD ELS SORE EY BOCES. WEnere 
Farmer, The-...... 51.9 40,694 48.9 38,350 32,023 28,411 
; Hoard’s Dairyman.. 47.3 34,404 43.5 31,678 30,301 26,979 +January linage. 
q Idaho Farmer ..... 33.2 25,088 31.6 23,901 22,693 21,349 aFour issues 1948; 5 issues 1947. 
' | 
} . | . . . . . 
. Flexnit Starts Test the ads in the eight remaining) Gets Airkem Account 
markets. The company also places p 
| i he tee (fA Rid F & Yokum, New 
for Girdle Copy advertising in Life. Kiesewetter, Y eae erry Pyeng Bi 
: Wetterau & Baker, New York, is| *° as been named to han 
__ Flexnit Company, New York,|j)° anency. ‘ ’ “| the advertising account of Airkem, 
has launched a test campaign in Inc., maker of an air freshener. 
- Atlanta, Baltimore, Boston, Chi- : . Media will include magazines, 
cago, Cincinnati, Dallas, Detroit,| Joins Tatham-Laird newspapers and business papers, 


Indianapolis, Milwaukee, Ro- 

chester, St. Louis and Duluth to|, Newton Cross, formerly new 

test the effectiveness of a new ap- it mg rae nt Soeet om 
roach to girdle advertising in|ecutive on e andar il o 

an.” . Ohio account at McCann-Erickson, Straus Agency Moves 
Two newspapers will be used|Cleveland, has joined Tatham-| J. M. Straus & Co., Los Angeles 

in each of four cities, while one|Laird, Chicago, in an executive | agency, has moved to larger quar- 


and the advertiser will start a test 
campaign in New York shortly. 


you don’t know 


Bee 


£3 
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SULLIVA N y) > newspaper is scheduled to carry !capacity. ters at 422 S. Western Ave. 
a | . 1947 PRODUCTION, U.S.D.A, REPORT 


ae 


A 1 KANSAS ........0...00...... ... 286,702,000 bu. 
' ‘ ae A F 2 THE DAKOTAS ........... . 199,666,000 bu. 
Ez Ti LD 3 THE SURE-CROP AREA 152,331,000 bu. 
/q AC SERVED BY The Western Farm Life* 
ry | of) LAK | A TEXAS oo.cccccccccccccccseseees 124,270,000 bu. 
y, | ; 5S OKLAHOMA ............... 104,734,000 bu. 


‘ 
~ ESTERN FARM LIFE 7 
Mone, 


The No. 1 Farm and Livestock Publi- 4 


} / 
| Stand Een Ks Thaw ue cation in the 11 Western States. First 
ae L/P in Circulation; First in Advertising 
| "4 fene. Lett, Lineage; First in Reader Service.-4 


*THE WESTERN FARM 
LIFE—Circulation 122,068 
(June 15, 1947). Total Farms 
in “The Sure-Crop Area”: 
163,098. 


ae 


The Westen | 


DENVER, in Feats 


National Representative: THE KATZ AGENCY, Inc. 
New York * Chicago * Detroit * Atlanta * Dallas * Kansas City 
San Francisco * Los Angeles 
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Farm Publications 
Report 4.4% Ad 
Gain for Month 


Cuicaco—Farm publication ad- 
vertising linage in the past month 
has run 4.4% ahead of the same 
period last year, ADVERTISING 
Ace’s monthly farm linage tabu- 
lation shows. 

The farm publications carried 
2,330,979 lines, compared with 2,- 
233,702 at the opening of 1947. 

Four January dailies, however, 
started off 1948 with a big de- 
crease. Their 231,378 lines were 
25.1% below 308,935 lines carried 
in the first month last year. Three 
monthlies reporting for January 
also were down. 
20,681 lines, off 14% from 24,053 
a year earlier. 

The decreases were more than 
matched, on the other hand, by 
medium to high increases in other 
groups. Six magazines’ February 
issues were up 10.7% from 477,328 
to 528,627; 25 February monthlies 
gained 4.6% from 508,454 last year 
to 532,030; 24 semi - monthlies 
gained 8.2% from 706,879 to 765,- 
092. Five bi-weeklies last month 
carried 186,531 lines, up 16.8% 
from 159,691 a year earlier, and 
two January weeklies showed a 
thumping gain from 48,362 to 66,- 
640 lines—-up 37.8%. 

Canadian farm _ publications 
fared less well. They were down 
in January to 358,790 lines, 9.5% 
under 396,230 the same month a 
year before. 


Management Group Sets 
Packaging Conference 


The American Management As- 
sociation will hold an annual con- 
ference on packaging, packing and 
shipping in Cleveland, April 26-29, 
along with the AMA’s 17th annual 
packaging exposition. 

The conference will be attended 
by more than 2,000 packaging ex- 
ecutives and specialists, and will 
stress new uses of glass, metals, 
paper and wood, as well as new 
warehousing techniques. The 
exposition, expected to draw more 
than 15,000 people, will display 
packaging materials, machinery 
and designs. 


Names Beatty & Oliver 


Bemis & Call Company, Spring-_ 


field, Mass., manufacturer of metal 


products, has appointed Beatty & | 
Oliver, New York, to handle its. 


advertising. 


Look (lp 


in the basic sources 


OF MARKET INFORMATION 


= 


% Advertising Age's 
CONSUMER MARKET DATA BOOK 


*% Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 


They carried. 


Advertising Age, February 16, 1948 


Takes Over Vita-Ray 


Whitehall Pharmacal (Canada) 
Ltd., Toronto, has taken over the 
distribution of the cosmetic prod- 
ucts of Vita-Ray (Canada) Ltd. 
A. M. Sanderson has been named 
sales manager of Whitehall Phar- 
macal, retaining the position of 
advertising manager. J. H. Hanna, 
formerly with Lillico Ltd., former 
distributor of Vita-Ray products 
throughout Canada, has been ap- 
pointed manager of Vita-Ray. 


‘Photoplay’ Awards 
to Be Given Feb. 16 


The annual Photoplay gold 
medal banquet will be held Feb. 
16 in Beverly Hills, Cal., at which 
time the magazine will present to 
Ingrid Bergman, Bing Crosby and 
the producer, writer and director 
of the “Jolson Story” medals sig- 


nifying that Audience Research, 
Inc., found them the most popular 
actor, actress and motion picture 
of 1947. 

Photoplay first gave medals in 
1919, and is now the only award 
to be based on systematic polling. 
The magazine engaged George 
Gallup’s services in 1944. 


Names Reynolds Agency 


Harding Carpets Ltd., Brant- 
ford, Ont., has named E. W. Rey- 
nolds & Co., Toronto, to direct a 
consumer campaign for Harding 
broadlooms, rugs and carpeting. 


Gets Carpet Account 


Walsh Advertising Company, 
Toronto, has been appointed to 
handle the advertising of the Tor- 
onto Carpet Mfg. Company, manu- 
facturer of Barrymore carpets. 


MAILING PROBLEMS? 


—books, catalogues, brochures, broadsides— 


SOLVE THEM 


with 
INTERLOX. 
MAILERS 


Carton Specialties, Inc. 
34 Hubert St. 
New York 13, N. Y. 
Phone: WA 5-3265 
Department A 


FARM 


asooseaas 


SOUTHERN , 
FAMILIES | 


Advertising Offices: BIRMINGHAM - RALEIGH 
MEMPHIS - 


Pacific Coast Representatives: Edward S. Townsend Co., San Francisco, Los Angeles 


DALLAS - NEW YORK - CHICAGO 
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_such reports ever published. 


4 


' direction of Kling Studios, Chi- 


: 


| labels. 


_ bining exceptional eye appeal with 


' ended Nov. 1, 1947. 


' exposition of assets, liability and 
' capital structure. 


' Hollis 


Employe Benefit 
Payments Stressed 
in Morrell Report 


Ottumwa, Ia.—John Morrell & 
Co., meat packer and producer of 
Red Heart dog food, has broken 
the ice with a first “report to em- 
ployes” which in many respects is 
being hailed as one of the best 


The Morrell effort, prepared by 
F. Peck, public relations 
manager, and produced under the 


cago, is 12 pages, 6x9, in three 
colors: black and the red and yel- 
low which appear on Morrell 


A carefully designed job com- 


easy-to-read copy, the booklet re- 
ports operations for the fiscal year 
In addition 
to a simple exposition of the op- 
eration of the business, its prob- 
lems and difficulties, the report 
contains one spread headed, “What 
we own, what we owe, and what 
we are worth,” which is a simple 


To emphasize 
the validity of the figures, this 
page contains this message: “All 
figures in this report . .. are the 
same figures given to the United 
States Treasury Department for 
income tax purposes and to the 
Securities and Exchange Com- 
mission as required by law.” 


‘The Goal: Security’ 


Perhaps the most striking in- | 
novation in the booklet, however, | 
is a page headed, “The goal: | 
Security.” On this page, | 
trated with insurance and retire- | 
ment income plan policies and a) 
chart showing Morrell wages in| 
relation to living costs by quar- 
ters since 1941, is this message: | 

“For the benefit of its employes, 
John Morrell & Co. paid out an | 
amount $194,461 greater than the | 
sum paid stockholders! 

“Here are the figures: 

“For Social Security 

RS ee $ 491,982 
“For retirement  pro- 

grams, pensions and 

group insurance .... 
“Total for the benefit 

of employes 
“Dividends paid 

stockholders 
“Amount paid for em- 

ploye benefits in ex- 

cess of the amount 

paid stockholders... 194,461” 

On the company’s payroll as of 
Nov. 1 last year were 8,759 per- 
sons; stockholders numbered more 
than 2,900. 


Mailed to All Workers 


852,485 


1,344,467 


1,150,006 


The report was mailed to the 
homes of all employes, and also 


sent to financial and business pub- | 


lications, to a number of bankers, 
including especially the officers 
and directors of banks in Ot- 
tumwa, Sioux Falls, S. D., and 
Topeka, Kan., where the company 
has plants, to directors of the 
chambers of commerce in those 
cities, and the heads of local in- 
dustries employing any substan- 
tial number of factory workers. 

With it was a card, signed by 
G. M. Foster, president, saying: 

“With this ‘Report to Employes’ 
we open the books to show you 
the results of the business year 
which ended Nov. 1, 1947. 

“T hope you will study the re- 
port and will send me any com- 
ment or criticism you may have to 
make on it... or any other phase 
of our operations.” 


Job Costs $5,339 


A total of 15,000 copies of the 
report were printed at an actual 
cost of $5,339 for the whole job, 


CASH ~ the amount of money in banke and on hand 
US. GOVERNMENT SECURITIES... 


INVENTORIES — products, eappties and livestock on hand 


MISCELLANEOUS ASGETS — prepaid expenses 


TOTAL Amount Ouned .... 


NOTES WE OWE: : 
Te banks for short term leans 


‘Te todders of the company's debrnteres (long term notes} whe lnaned as 


TELLS STORY SIMPLY—John Morrell & Co.'s first attempt at a report to employes is an unusually forceful, effective one. 
Shown here are two of the spreads in the book. At top, the very simple, easy to understand balance sheet. At bottom, a 
page on income and a facing page which shows that during the past year the company spent more for the benefit of em- 
illus- | ployes, in payments for social security, retirement, pensions and group insurance, than was distributed to stockholders as 


JOHN 


INSURANCE — cach available om inemrence policies payable iv the company Sage 
MONEY OWED US — emounts due from customers and others lees catimatnd 
on 

LAND, BUILDINGS & EQUIPMENT — im Americe after deducting allowance 
fer accomulaved weer and tear to date its ‘i 
INVESTMENTS hand. buskdings. rquipment and working capital of business 


TAXES — tncome Tex payable to the U.S. Government (estimated)... 


MORRELL & CO. 


What we OWN. what we OW}, and what we are WORTH ~ November t. 1947 


WHA A ORTH 
TEER 
n-ne 
—. 9s x = contributed by sharchalders si Septem- 
TASTES od coking Shel ne RAINS 


sapeeiaas contingencies 


| 


999,995 
1,465,847 EARNINGS NOT DISTRIBUTED to stockhebders but used 
for the purchase of plants, equipment and teventories 
wise 1,908,638 st Gunaiine Be seneenys See pee 
From September 28, to Novesnber 2, 1946. 14,908,540 
<ccoeaieiiia 744 ta 1947: 
a ee ” " Undisteibated earnings of American business 1,441.26 
Dividends recvived from English company... 297,777 
TOTAL. $29,321,790 ; 
All hgures in this report relating to é 
of fon Morrell & Co. have been 


> 


Foon the benefit of its 
$194,461 ere 
Here are the figuret 


For Retirement 
cunrs 
WH. 


dividends. 


eter than the sun P® 


Far Social Seewtlty POFRETD iad Group Insurance 


BEN 
TOTAL FOR THE 
Dividends paid stockholders 


Renehis in eacens of the 
‘Amount paid tor Emmploree 


out an emontt 


ad 
ik. John Morrell & Co- Pe 
$4 stockholders - : 


— genset 
1,150,008 
a 19846) 


evit OF EMPLOYEES 


‘i ped tach hiddet® 


including art work, plates, print- 
ing and paper, despite the fact 


'that the work had to be done on 


a rush basis at year’s end, when 
holiday activities interfered seri- 
ously with production. 

Reaction from other business 
people has been impressive, ac- 
cording to Mr. Peck, who said that 
requests for extra copies, as well 


/as comments, have come in in a 


steady stream. 
Comment of workers in the 
plants has been negligible, which 


/was to have been expected, and 


each employe is now being mailed 
a double postcard asking whether 
he thinks the company should 
continue to issue similar reports, 


|/how he liked the initial one, etc. 


Morrell was concerned somewhat 
about the reaction of union officials 
to the mailing of the report, but 
in this area has been greatly re- 
assured, since there have been no 
complaints at all, and comments 
of union officials have been uni- 
formly favorable. 


‘Wall Street Journal’ 
Names M. L. Farrell 


Maurice L. Farrell, formerly in 
charge of the oil industry depart- 
ment at Dow, Jones & Co., New 
York, publisher of the Wall Street 
Journal, has been appointed man- 
aging editor of the southwest edi- 
tion of the Wall Street Journal to 
be published in Dallas. Mr. Far- 
rell joined the Journal in 1938 and 
later headed the newspaper’s 
banking department. After a leave 
of absence from 1942 to 1945 for 
naval service, Mr. Farrell re- 
joined Dow, Jones & Co. 

Pending completion of the Wall 
Street Journal’s building, a south- 
western news bureau will be lo- 
cated in Dallas. Publication of 


this edition is scheduled for early. 


spring. 


Robertson Appoints 
Robertson Candy Company, 
New York, has appointed Berm- 
ingham, Castleman & Pierce, New 
York, to handle its advertising. 


First National 


Du Pont Breaks | 


Nylon Campaign 
WitmincTon, Det. — With two | 
nylon plants in operation and two | 
plants under’ construction, the | 
nylon division of E. I. Du Pont de) 
Nemours & Co. this month is) 
launching its first national adver- | 
tising campaign. 
Full-color spreads in Collier’s, | 
Life, The Saturday Evening Post | 
and Time will kick off the con- | 
sumer drive. Copy will stress the | 
properties of nylon textile fibers | 
and their contribution to value} 
and performance of the finished | 
products. Thirty - six full - color 
pages will run during the re-| 
mainder of the year. | 
Eight textile trade publications | 
and two publications in the indus- | 
trial field will run concurrently | 
with the consumer promotion. | 
Booklets, bulletins, and a motion | 


New Lightweight 
Harley-Davidson 
Machine to Bow 


MILWAUKEE—Harley - Davidson 
Motor Company will shortly 
launch a campaign in national 
magazines for a new lightweight 
motorcycle which it expects) 
widely to broaden the market for | 
the two-wheel machines. 

The new model, shown to deal-| 
ers at plant offices here recently, | 
weighs only 170 pounds, compared 
with Harley-Davidson’s other 560 
to 640-pound motorcycles. The 
model has a 125 cubic centimeter 
displacement, and is a single-cyl- 
inder machine with a top speed of 
about 40 miles an hour. 

The first ad will appear in Sport 
and will be followed by ads in 
Boy’s Life, Pathfinder, Pic, Scho- 
lastic Magazine (senior unit) and 
Science & Mechanics. 

The “Harley-Davidson 125” will 
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Riesel Declares 
Industry PR Is 
Dismal Failure 


PHILADELPHIA—Industry’s public 
relations men have failed to get 
management’s story across to the 
public, said Victor Riesel, syndi- 
cated labor reporter, at a recent 
meeting of the Industrial Council 
members of the Chamber of Com- 
merce here. 

Characterizing labor public re- 
lations men as some of the smart- 
est and shrewdest in the field, 
Mr. Riesel advised industrialists to 
follow their example and drama- 
tize their story for public con- 
sumption. 

He criticized industry for its 
failure to inform the public that 
management has accepted trade 
unionism and is working amica- 
bly with unions—and by that 
failure has allowed labor to trade 
on the myth of the depressed 
laboring masses. 

Labor leaders, Mr. Riesel as- 
serted, have made it their business 


ito get news to labor reporters 


whose writings are read by mil- 
lions of people. They know the 
reporters by name and constantly 
talk with them. 


Don’t Know Industrialists 


But these same labor reporters, 
he declared, know scarcely any of 
the top industrialists — men who 
have at least a 50% interest in 
labor news. He advised industry 
management to follow the example 


‘of Henry Ford II, who takes the 


trouble to meet and keep in con- 
stant touch with labor leaders. 
To effect public sympathy 
through public relations, however, 
Mr. Risel said that industry must 
overcome three things. These are: 
1. A’ complicated, heavily 
financed conspiracy by the Com- 
munist party to wreck American 
industry, with propaganda so 
framed that the public gets the 
idea everything big business does 


‘is wrong. 


2. A group of sharp, shrewd, 


‘but honest labor publicists who 


know how to win public sympathy. 
3. Intelligent labor leaders who 
understand the value of dramatiz- 


|ing themselves and who do so ef- 


fectively. 


Rogers Will Direct 
N. Y. Brand Day 


Edward S. Rogers, chairman of 
Sterling Drug and chairman of 
Brand Names Foundation, has 


|named the program committee for 


| the second annual Brand Names 
Day, to be held March 30 at the 
Waldorf - Astoria, New York. 
|Chairman of the program com- 
|mittee is H. Ford Perine, mer- 
|chandising director of Life, and 
|other members are George W. 
| Fotis, sales promotion director, 
| Remington Rand; Maurice Mer- 
| mey, Baldwin & Mermey; John K. 
| West, public relations director, 
|Radio Corporation of America, 


picture yet to be produced will|be sold through the company’s! and Russell Ziegler, public rela- 


back up the campaign. | 
The company now has produc- 
ing plants at Seaford, Del., and 
Martinsville, Va. It is complet- 
ing a new unit at Martinsville and | 
constructing still another plant at 
Chattanooga. 
Batten, Barton, Durstine & Os- | 
born, New York, is the agency. 


Linage Set Straight 


The annual linage figures, 1947 
and 1946, for Popular Publications, | 
New York, were incorrectly re- 
ported to AA for the tabulation 
which appeared Jan. 19. The cor- 
rect figures for these years are: 
1946, 38,774 lines, and 1947, 24,243 
lines. 


Name Stanfield Agency 


The Goderich Salt Company, 
Goderich, Ont., and Maritime In- 
dustries Ltd., Amherst, N. S., 
have named the Toronto office of 
Harold F. Stanfield Ltd., to direct 
their advertising. 


regular dealer channels. Although 
greatly expanded sales are ex- 
pected, no new marketing efforts 
will be used to “dispose of this 
new type motorcycle in consider- 
able volume,” according to W. E. 


Kleimenhagen, advertising man- 
ager. 
Klau- Van Pietersom - Dunlop 


Associates here handles the 
count. 


Harker Names Smith 

Arthur E. Smith, formerly with 
McKellar Publications, has been 
named manager of the San Fran- 
cisco office of R. W. Harker & 
Associates. 


Promotes Monroe Bloom 


Monroe A. Bloom, who has been 
advertising manager of the Anglo 
California National Bank, San 
Francisco, for the past 11 years, 
has been appointed assistant vice- 
president. 


cco 


be director, Cluett, Peabody & 
Oo. 

The theme of the session will 
|'be “Increasing the Efficiency of 
|'the Advertising Dollar through 
Greater Public Appreciation of 
| Brand Names.” Panel discussions 
| will be held by national advertis- 
ers, wholesalers, department 
stores, chain stores and advertis- 
ing media. 


‘Chase Boosts Chase 


Rodney Chase, who started wit! 
th company in 1920 and sinc 
1941 has been director of public 
and industrial relations, has bee! 
elected vice - president in chargé 
of those activities for Chase Bras: 
& Copper Company, Waterbury 
Conn. 


Names Hicks & Greist 


A. A. Walter & Co., Albany 
manufacturer of Blue Ribbon po- 
tato chips, has appointed Hicks & 
Greist, New York, to handle its 
advertising, effective March 1. 
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« Nam airm = . which were introduced here last 'Mihic Incorporates 
Costs Justify ‘N es Elton Ch an ‘Cadillac Will | week, are up an average of 9.8%. wy - York 
| Wallace W. Elton, art director Bi Ba nghn Mensie = 7 
‘ h Cc any, ea A emt .L.M 

Rate Increases, | New Yon kre Saee. capaanin Employ iggest H htelin Co., Inc. Hubert L. Mihic has 
z S general chairman of the annual | P t a B d et ‘Adds oughteling | been elected president of the’ 
Advertisers ay |series of Art Directors Club lec- | Os war u g | Jack Fy wry _ ee | oe and be aa A. ptt | 
Po i ‘tures which are presented each) perrorr—Cadillac Motor Di- advertising sales staff of the Chi- | has been appointed vice-presiden 

B= s- pincer yc agp = Wednesday evening at the Wen-| ‘vision has earmarked an advertis- | 99 Journal of Commerce. and director of public relations. 


ll Willkie Memorial Hall, New 
honest and acceptable basis for| t- ie, ‘The lectures began Soon 7 | ing budget of $2,500,000, largest | 


41, to introduce its 
higher rates—and are suspicious | ‘and will continue through Feb. 25. | |since prewar 19 | 
of other bases,” Albert W. Moss, They are open to the general pub- | | /1948 models to the public, D. E | 
executive vice-president of Stand- | lie as well as to advertising people. | Ahrens, general sales manager of | 
ard Rate & Data Service, told the | — ‘the General Motors corporation | 


Industrial Advertisers Association Appoints Ronalds Agency |"nit, has disclosed. Bulk of the, eee Guil 0 ie Tell us about yours 
of New York last week. | Ronalds Advertising Agency,|Program will be carried in 1,435 | : offer and we will; 
Mr. Moss reported findings in a| Montreal, has been appointed to | newspapers and magazines with | |. peceninend soled 
survey for SR&DS by James O.| direct a newspaper campaign for |an announcement ad and full-page; Im : ‘ fi sts e ei thes Zo 
Peck Company “on the real needs | Baume Dalet, product of Wilson’ Ss | follow-ups. | ~The Key Fe) \ l L Hie NSTS. 
and desires of buyers of space.’ | Chemical Products Ltd., London, Radio will not be used except ae —— — : 
The advertising buyers, he ex- | England. 


taieal aft dated bet |where programs are ——— by | ay ‘ Ss. 
ained, “differentia etween | 10 gee * Mr. Ahrens sai a : : 
gradual, forseeable and sudden|KCMO Files for Video Jocal aren pele ane x | ‘a MAIL: SELRIE 
emergency costs. If the publisher Station KCMO, ABC’s Kansas| 1+ in seven years for this GM| fi ; | 

were confronted with a real emer- | City, Mo., affiliate, has applied for) aio win begin in early April. [in 

gency situation, he could meet it 4 television license. The KCMO| S direct il will b 7 my ? . NLYLVEENLY. _. 7 South Dearborn 5S 
with quick increases. The entire | Broadcasting Company already | Some direc “~ wi oe Us | 2 Se = aes 

attitude was unbelievably ee) FM station. ae Oe ee 


sonable... 
Past Performance Tells 


“The ease or difficulty with 
which emergency rate increases| 
could be established,’ however, 
“would depend on the degree to 
which individual publications had | 
succeeded in establishing a convic- | 
tion of advertising value in the 
minds of advertisers and agencies.” 

Mr. Moss cited “five basic val- 
ues” which buyers seek: 

“1. The market, and its charac- 
teristics. 

“2. A well-defined group of 
reader interest. 

“3. Editorial competence, and 
editorial matched to the interests 
of well defined group of readers 
or interest. 

“4. Circulation in quantity and | 
distribution to match the charac- | 
teristics of the market, and 

“5. A clear practical format.” 


es CO ~ 100,000 VISITORS EYE LIVE SHOWS! 


Eagle Lion Films has created a. 
“cash bonus incentive plan,” under | 
which employes are invited to) 
submit suggestions which will aid 
the company in more efficient all 
eration. 

The plan is similar to that of. a 
the Chesapeake & Ohio Railway, 
which like Eagle Lion is controlled 
by Robert R. Young. For sug-| 
gestions adopted, the company | 


Loyalty Factor means WFBR 
will pay a cash bonus varying in | 3 is Baltimore’ Ss “PLUS” Station! 
amount according to the value! ° 


and importance of the idea. It is) 


; 


said to be the first such pian for | Here's a statistic: Every year, ten per cent of the popu- 
the motion picture industry. | “& lation of Baltimore visits the studios of WFBR! They see 
Gibbons Appoints Heggie one or more live broadcasts, visit modern studios in 

Alex. Heggie, formerly on the action, view product displays (yours can be one!) and 
Sous eat aller adeeaieaea| take home “Let's Listen”"—house organ of WFBR. These 
department, h bee inted | Si ams " i 
= en ee a AE ge jar a visitors are a real loyalty factor—WFBR is radio 
bons Ltd., Toronto. to them! 

, | Next time you're looking over your Baltimore radio 
"Me p R 17 F | budget, make a thorough check on 


Where top flight sales and 
advertising executives come 
to select ‘‘Championship” 
sales stimulators. 


1. Prizes For Sales Contests 
2. Self Liquidating Premiums 
3. Business Gifts 


4. Advertising Specialties | ABC BASIC NETWORK #® 5000 WATTS IN BALTIMORE, MD. 
| REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 
ROSS COLES & CO.f 


173 W. MADISON ST., CHICAGO 2 
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When you think of ham, you think of eggs; when 
informed advertisers think of the Oregon Market, 
they think of THE OREGONIAN. Throughout its 
$2 billion market The Oregonian covers 42.7 % 

of all family homes daily, 53.8% on Sunday. 

No other medium approaches this complete, 


influential, market-wide coverage. 


Fi RS IN CIRCULATION— : | 
DAILY AND SUNDAY i 
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REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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PHOTOGRAPHIC REVIEW 
F THE WEEK 


PACKAGED — Dutchess Underwear 


CONVERSATION—At the party given by the Magazine Advertising Bureau Comp. on pny t. Poe age gg 
for the Association of American Soap & Glycerine Producers, this group was wee . d af oe The ptork os Bw 
caught: (I. to r.) Phillips Wyman, vice-president, McCall's; E. H. Little, presi- posaey* var ven ° 


: Snell ° ail te a 6 4 WHITE ROCK BEAUTIES—Winners in the “Psyche” contest held in Miami 
— np a terhaene 1 eg ea > = ree ae ence et ree sal aan Psa ie ascaaiino, oad ollie Beach by the White Rock Corp. pose with Bettye Martin, the trademark “Psyche” 
Charles Luckman, president, Lever Bros.; L. M. Bi P: er 3 manager, is done from displayed garments. Rob- on the White Rock bottles. Left to right are Bunnie Saxton, first placer; Miss 
Cosmopolitan, and J. R. Buckley, business manager, Goo ousekeeping. ert 8. Grady Co., New York, is the Martin, and Betty Jane Adolph and Boots Ingle, runners-up. 
agency. 


ALL SMILES—C. F. Young (left), of Davies-Young Soap Co. and one of the 

pioneers in the Association of American Soap & Glycerine Producers, grins at 

Frank Braucher, at a reception given for the AAS&GP by the Magazine Adver- 
tising Bureau, of which Mr. Braucher is president. 


CO-HOSTS AT INDUSTRIAL AD CONFERENCE—Members of the Central Ohio Industrial Marketers cooperated with Dr. 

Kenneth Dameron and Ohio State University in planning and carrying through the two-day industrial advertising conference in 

Columbus. Front row (left to right): Leo Oerstadt, American Ceramic Society; Gus K. Bowman, Byer & Bowman; L. H. 

McReynolds, Jeffrey Mfg. Co., and John Stover, John Stover Advertising Agency. Back Row: W. H. Kight, Kight Advertising, 

Inc.; M. L. Mullay and W. T. Burgess, of Mumm, Mullay & Nichols advertising agency; G. C. Baker, Ruby Chemical Co.; 
W. A. Arter, Byer & Bowman; K. O. Dinsmore, Construction Digest, and H. G. Mumm, Building Supply News. 
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CHATTING—Here are H. J. Morgens, manager of the advertising department, 

Procter & Gamble Co., E. O. Shreve, vice-president of General Electric Co. and 

president of the U. S. Chamber of Commerce, and T. L. L. Ryan, president of 

Pedlar & Ryan, at the reception given by the Magazine Advertising Bureau for 
the Association of American Soap & Glycerine Producers. 
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ADVERTISING INSTRUCTORS—These advertising, promotion and publication executives are instructors in the spring ses- 

ABSORBED—Here W. T. Cavanagh, of Cosmopolitan's sales staff, and N. H. sions of the advertising course which opened on Feb. 9 in City College's intensive business training program, held in New 
cElroy, vice-president and general manager, Procter & Gamble Co., listen York. Left to right (standing): Lawrence W. Merahn, promotion manager, New York Sun; Robert Moriarity, instructor in 
while H. M. Dancer, president, Dancer-Fitzgerald-Sample, tells a story—to the media and marketing, formerly with Life; Irving Taubkin, promotion manager, New York Times; George Alan Jeadicker, 
Selight of L. M. Bishop, advertising manager, Cosmopolitan. The group was assistant art director, United Artists advertising and promotion department. Seated (left to right): H. Ford Perine, mer- 
Photographed at a reception given by the Magazine Advertising Bureau for the chandising director, Life; Thomas Buck, coordinator, advertising unit, CCNY training program; Irving Weisfeld, Chernow Co., 
Association of American Soap & Glycerine Producers. and J. P. O'Donnell, assistant coordinator, advertising unit of the CCNY program. 
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A copywriter's agency 
has an opening 


per column inch. Regular card_discounts on multuple 


“4. 
What do we mean by a copywri HELP WANTED 


RATES: 60¢ per line, minimum charge $3. Cash with order. Figure bold face heads (maximum tw 
25 letters and spaces per line; light body face 44 per line. Box numbers add two lines. Copy deadline 
Thursday noon, 11 days preceding publicauon date. Display. classified advertisements take card rate of $10 


o lines) 


insertions and space over 5 inches apply on display 


POSITIONS WANTED 


‘ 9 tee ee = a 
er's agency? Just this: ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 
(GEORGE WILLIAMS CO.—Personnel 
209 S. State St., Har. 2063, Chicago 


POSITION OPEN 
| With agencies, advertisers, publish. | 
(ers, ete., for both men and women. 
No obligation to register. 
FRED J. MASTERSON 
Advertising and Publishing 
Personnel 
20 yrs. previous adv. exp. 
|185 N. Wabash, FRA. 0115, Chicgao 


| Layout man wanted by strong, well- | 
known midwest agency. Must be} 
|fully experienced, versatile, with 
lability to put “class” into his visu- | 


When you work here, your copy 
is supervised by a copy men. If it 
gets by him, no one else touches 
it until it reaches the client. Asa 
result, most of your best stuff runs 
the way you write it. 


lf working in Chicago under a 
setup like this appeals to you, 
please write promptly. Tell us 
whatever you think we should know 
in order to consider you for the 


job. 


Just to save your time: If you 


: lals. Pleasant surroundings, congen- 
are making less than $7,000 a year lial associates, interesting accounts. | 
now, the job is probably too big | Outline “oS Seer earnings, | 

. jete., and enclose snapshot if pos- | 
for you. If you are making much |sible. Everything confidential. Our | 
more than $10,000, you probably /own men know of this ad. 


Box 9419, ADVERTISING AGE 


won't be interested. ‘ s 
100 E. Ohio St., Chicago 11, Ill. 


| 
|= 


Our own people know about | Bookkeeper, full charge, for well 
this ad. /known medium. size advertising 
jagency. Excellent opportunity and 


| Salary. 
Assistant sales manager with car, 
\free to travel, to hire and train sales 
|personnel for national advertising 
plan. W. E. Nunn and Associates, 


Phone Delaware 8300. 


Box 6961, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


30 W. Washington, Chicago. _ 


Sales Promotion Assistant for top- 


notch Metropolitan New York cor- 
poration. Excellent opportunity for 
man experienced in copy-writing 
and preparing direct mail advertis- 
ing. Knowledge of packaging de- 
sirable but not necessary. Send full 
details. 
Box 9421, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


COMPANY 
ADVERTISING MAN 


Age: 28-32. Education: College grad- 
uate. Experience: 2 to 4 years copy- 
writer in an agency. Position: Assist 
agency in preparing copy, recom- 


Advertising executive with retail 
furniture experience to assist owner 
long established, well financed, syn- 


mend revisions, become sufficiently || dicate furniture mat service busi- 
familiar with company operations to || Ness: enone caine? 5 real op- 

eo. portunity to grow with live organ- 
submit ideas for use by agency. Ex- || jp ation: 5-day week: write: 


perience in preparing newspaper pub- 
licity desirable. 


R. C. Banker & Co., 243 W. Congress 
St., Detroit 26, Michigan 


Industrial Copywriter for 27 


Box 6955, ADVERTISING AGE old Chi asen. aame 
hg s 7 hicago agency to write copy 
100 E. Ohio St., Chicago 11, Illinois || for trade ads, bulletins, etc. $300.00 


per month. Call Central 5270. 


WANTED: LAYOUT ARTIST 


Medium size Chicago agency needs 


good layout artist. Man for this job 

MUST have not less than three 

years’ experience. Salary—open. 
Box 9431, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


A GOOD ACCOUNT MAN 
WILL FILL THIS BILL! 


Well-rated, progressive ad agency, 
re-organizing, offers an unusual op- 
portunity to account man to get in 
on the ground floor. Liberal com- 
mission basis; no ceiling on your 
earning power. The man we want 
is an experienced account execu- 
tive, who has substantial billing, 


PUBLISHING OPPORTUNITY 

Publishers of three national publi- 
cations seek young man to take over 
management and publication of 
monthly magazine with 50,000 circu- 
lation. The man we want is prefer- 
ably a veteran of World War II, 
willing to work in every department 
until he knows all the angles. With 


and can bring in more, with our a ie onpits) investment, re- 

. served for this opportunity, he can 

co-operation. Our staff knows of become a partner in a publication 

this advertisement. All replies ||! with obvious expansion possibilities. 
strictly confidential. Detatia in fret letter please... . 
ox 9429, rE SING iE 

Box 6958, ADVERTISING AGE 42nd St., New York 18, - v. 


330 W. 42nd St., New York 18, N.Y. 


_ 
“ 


POSITIONS WANTED 


OR OTHER FOREIGN PORT? 


Advertising production woman with 


SPACE SALESMAN all around knowledge of type, art, 
production processes and mechani- 
We need exclusive services of space sales- cal engraving procedures. Experi- 
man to cover Ohio and the western enced in layout, copy, media, fin- 
Pennsylvania territory. Headquarters in ished art and display. Age 37, 20 
Cleveland or Pittsburgh. Must have abil- years of which have been spent in 
ity to contact and close high type of || agency and retail advertising. 
business executive in fields served by our || Unincumbered and desirous of new 


horizons. With 
Box No. 


agency 
1071, 


at present. 


three magazines . . . GAS, utility indus- 
Hollywood 28, 


try business poper with national circula- Fr. 
tion; BUTANE-PROPANE News, leading || Calif. 
nation-wide book in liquefied petroleum _— 
gas field; WESTERN METALS, which cir- 
culates to the metal industries in the 
eleven western states. Tell all in first let- 
ter . . . age, education, training, experi- 
ence, references, salary requirements,. 


ADVERTISING 
PUBLIC RELATIONS 
Planner-writer-producer for your 
advertising or public relations de- 
partment is searching for a career | 
slot. 30. Married. Now director of 


|}stantial record of accomplishment 
in 4-A agencies. Knows farming, 
farmers and dealers first-hand 
through operation of own tractor 


THIS COPYWRITER does it as you. 


English or} 


like it—in the King’s 
And, she | 


Dr. Flesch’s “plain talk.” 
does it so effectively, in all media, 
that she sells everything from 
hosiery to railroads. Her specialty, 
however is FOOD...and she has en- 
joyed 7 years’ success pleasing the 
big nat’l food advertisers of two 
leading agencies. For a 5-day- 
week, high caliber Chgo agency, she 
is a rare buy at slightly more than 


her present modest salary. See her 
now! 
Box 9423, ADVERTISING 


AGE 
100 E. Ohio St., Chicago 11, IIl. 


Experienced farm tractor and imple- 
ment advertising executive with sub- 


farm in corn belt. Wants position 
as account executive or advertisin 
manager in farm field. Now wit 
agency on a large national tractor | 
and implement account. Confidential. | 

| 

| 


Box 9424, ADVERTISING AGE 
100 E. Ohio St., Chicago 23, Ei. 


EDITOR—TRADE PAPER 
Can edit, write, take pix, layout, 
dummy, contact correspondents, 
gather material, etc. Wants posi- 
tion in New York. 
Box 9426, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ATTENTION TELEVISION-RADIO 
MINDED EASTERN AGENCIES 
Can you use top flight television- 
radio director to create and direct 
shows and offer diplomatic, analyti- 
cal contact relations with present 
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Gets Sugar Account 


| California & Hawaiian Suga: 
'Refining Corporation has named 
|Swaney, Drake & Bement, Chi- 
|cago, to handle the advertising of 
'C and H sugar. Weekly space will 
| be used in newspapers in the eight 
|state area covered by the mid- 
_western division of the company. 


OLp 
RICKORY 


GA 


Ors 


AGENCY 
COPY WRITER 


A mid-western (not Chicago) 
4A Advertising Agency which 
has served important national 
advertisers for more than 40 
years needs a thoroughly sea- 


soned, agency-experienced copy 
writer. 


RETURNS — Cutler-Magner Co., Min- 
neapolis, producer of Old Hickory plain 
and Sugar Cure smoked salt, has sched- 
uled a farm publication campaign | 
through Erwin, Wasey & Co. for the | 
products, absent during the war. 


We are thinking of a man 
probably between 35 and 45— 
who is versatile, can write good 
selling copy and prepare plans 
| on a variety of accounts—who is 
creative and can work with 
others in the preparation of 
plans and campaigns. To the 
right man we offer a 5-figure 


Central Promotes 
New ‘Pacemakers’ 


and potential clients. 

Box 9427, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Production Mgr. or Ass’t Mgr. Yne 
woman 5 vrs retail and agecy 


with 5 
exper. specifying type, ordering en- 
gravings, revamping layouts, etc. 
Box 9420, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Editor: Able to take full charge 
of your publication. 
enced all phases industrial journal- 
ism. Rapid, colorful writer: ener- 
getic executive, fecund of ideas. Age 
37. Now editing dealer monthly, 
seeks greater responsibilities pref- 
erably in New York Area. 
Box 9432, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
EXEC. SEEKING EXTRA HOURS? 
Can create them for you by freeing 
you of correspondence, follow- 
through, responsibility. BA de- 
gree, Advtg, sales promotion, 
background; excellent secretary. 
Box 9433, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
REPRESENTATIVES AVAILABLE 


Qualified Tradepaper Representative 
with Chicago business office, will 
give complete Chicago and Midwest 
representation to your publication 
beginning May 1 


Box 9425, ADVERTISING AGE 
0 E. Ohio St., Chicago 11, Ill. 


10 


MISCELLANEOUS aes 
KROM-A-TONE POST CARDS 
The newest most economical way to 


display any product. Samples and 
prices on request. 
GRAPHIC ARTS PHOTO SERVICE 


We are in the market for business 
papers that are or can be, published 
in the South or Southwest. Will re- 
tain publisher or staff in deal if 
interested. All replies held confi- 


dential. 
Box 9269, ADVERTISING AGE 
Ohio St., Chicago 11, Ill. 


365-B, Ha milton, Ohio 


100 EK. 
ARTWORK — ART DIRECTION 
Nat’l top-flight layouts, lettering, 

packaging, production art. To 


your budget. Can handle all art 
needs. Prompt mail service. 
Box 9428, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 


Controlling Interest—Ad Man: Due 
to illness and age, I offer to sell con- 
trolling interest in one of South’s 
outstandingly successful publishing 
firms. Texas company. No compe- 
tition. Continued competent man- 
agement should make it million- 
dollar property 3-5 years. To capa- 
ble, responsible party will make 


Box 9430, ADVERTISING 


JENKINS PUBLICATIONS, Inc. |} sales promotion, —— eepntrene 
|for trade association. 6,500. 
1709 West 8th Street Box 9422, ADVERTISING AGE 
Los Angeles 14, California 100 E£. Ohio St., Chicago 11, Tl. 


most attractive offer. 
AGE 


100 E. Ohio St., Chicago 11, Il 


Todd Transfers Klein | 


Edward Klein, assistant zone| 


HERE'S A MAN 


with New York advertising experience 
who wants to stay in Southern Cali- 
fornia. Fifteen years in sales promo 
and advertising, seven of which 

top f ght advert sing 

count xecutive on 
He wants 


onnection where 


‘Company since 1943, has been 
transferred to the headquarters of | 
the company in Rochester, N. Y., 
to become director of sales train- 
ing. He succeeds M. G. Swart- 
hout. 


tion 


ounts. 


sense will 
seasoned 


enthusiasm and horse 

He $ 
apable 

es will prove 


Gets Furniture Account 

Robinson Advertising Agency, 
Baltimore, has been appointed to 
direct the advertising of Weather- 
vane Furniture Company, Han- 
over, Pa., manufacturer of English 
antique reproductions. 


personable 
His 
nteresting 


resume of exper 


Please write Box 6959, ADVERTIS- 


ING AGE, 100 East Ohio Street, 
Chicago 11, Illinois. 


EXPERIENCED 
EDITORIAL OR COPY WRITER 
Mid-West publisher needs a top-quality writer, preferably with experience in the 
field of interior decoration, architecture, or home economics. Man or woman. 
We also have an opening for a COMMERCIAL ARTIST. 
Send samples of your work with application. 

Box 6954, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Hil. 


CBS Shifts Mahoney 


Thomas J. Mahoney, assistant 


/manager in Boston of the Todd | trade news editor at CBS for the 


|past two years, has been trans- 
ferred to Columbia’s television 
station, WCBS-TV, New York. He 
will assist in the production of 


’ 99 


|“Missus Goes A-Shoppin’. 


‘Joins Crossley 


| David Frederick, former direc- 
‘tor of sales promotion and adver- 
tising, CBS, has joined Crossley, 
Inc., market and opinion research 


organization, New York, as vice-| 


president. He will be in charge 


of sales and promotion. 


|'Names Charles Hoyt 


Charles W. Hoyt Company, New 
York, has been retained by Brown 
Condition Company, New York, 
distributor of KoolShade Sun- 
sereen and of combination storm 
windows, to handle its advertis- 
ing. 


|sertion in New York and Chicago 


Heavily experi- | 


pub | 


_| adelphia. 


NEw YorK—With a large in- 
salary and, when he has proved 
‘newspapers last week—to be fol- himself, an opportunity to par- 
lowed by others—the New York ticipate in our employee-stock- 
|Central announced that the new | ownership plan. 
|Pacemakers are now in operation | 
between these terminal cities. 
The all-coach Pacemakers, the 
|Central said, are a “step in the} 
|Central’s rapidly climbing $83,- 
|000,000 postwar passenger equip- 
‘ment program—the largest under- 
|taken by any railroad.” Of this 


Apply in confidence for an early 
interview — our own employees 
know of this advertisement. 


Box 6953, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


|figure, $62,000,000 is for  post- 


|war passenger cars and $21,000,000 es 


for locomotives. 
The Central had hoped to have 
press showings of an entire Pace- | 
maker but, AA was told, the de-| 
/mand for equipment was so great | 
‘it was able to exhibit only a 
‘new observation car, and new)! 
|tavern-lounge car and diner—all | 
| built by the Budd Company, Phil- 


Interiors of all cars| 


_were designed by Henry Drey-| INTEREST 


fuss. |] Due to illness and age, | offer to sell my 

The cars feature bright colors, | controlling interest in one of the South's 
wall-to<wall carpeting, insomnia. | outstandingly successful magazines of the 
jing drapes and Venetian blinds, pe Bip cusskes of tut inion 
polished wood veneer panels, large || and desiring to live in the Southwest, | 
will make a most attractive offer. Prop- 


erty easily can be expanded to ten times 
present worth. 


Box 6960, ADVERTISING AGE 
100 East Ohio Street, Chicago II, Illinois 


FOR SALE 


CONTROLLING 


decade. Recently it has broken four all- 


‘lounges for men and women, dec- | 
orated plexiglass partitions, flu- | 
|orescent lighting and repeosuc | 

| 


‘tions of famous paintings. 


Foote, Cone & Belding is the) 


agency. | 
| 
| 
| 


ADVERTISING 
MANAGER 


Young engineer (mechanical 
preferred) with a bent for in- 
dustrial copy and layout—who 
has some industrial advertising 
experience with agency or man- 
ufacturer. Position is with large 
Chicago company. Complete 
charge of department. Good 
opportunity to go places. Re- 
plies held in confidence. Apply 
by letter only for appointment. 


Yale & Towne Promotes 
6 in Stamford Division 


Yale & Towne Mfg. Company | 
has announced six new appoint- 
ments in the Stamford division. 
| They are: 

J. Frank Boxwell, formerly | 
manager of builders’ hardware | 
sales, trade sales manager; Ray- 
mond K. Watkins, formerly sales 
representative in West Virginia, | 
southwestern Pennsylvania and the | 
bordering communities in Mary- 
land, Virginia and Kentucky, man- 
ager of builders’ hardware sales; | 
Walter J. Cyr, who assisted in de- | 
veloping a sales program for Yale | 
door closers, manager of door | 
closer sales; Edward Jones, for- | 
merly manager of trade _ sales, 
|manager of trade relations; John | 
|P. Dunphy, formerly divisional | 
sales manager, field sales manager, 
and H. Warner Hill, formerly in| 
charge of correspondence and resi- | 
‘dent sales training courses con-| 
|ducted for Yale’s customers, as- 
|sistant manager of hardware sales. 


Mr. Symonds 
Merrill Symonds, Advertising 
407 S. Dearborn St., Chicago 5, Illinois 


ARE YOU GETTING FULL SHARE OF 
ORDERS FROM N.Y. AGENCIES AND 
ADVERTISERS? 


Sales representative is available for you’ 

space, time, —. or allied service 

problems. Will act as N. Y. office on 

|] part or full time basis. Your inquiry helc 
confidential. 

Box 6957, ADVERTISING AGE 

|| 330 W. 42nd’ St., New York 18, N.Y. _| 


Appoint Guzman 
Melchor Guzman Company, a 

New York, has been appointed 

‘United States and Canadian rep-|| NEED PART-TIME HELP ON COPY? 

resentative of Station HIIA, Ra- || Veteran 4-A copy writer experienced 

dio Caribe of Santiago, Dominican po = gg ny oe bee 

Republic, and has been renamed || able for part-time industrial institutiona! 

to represent HJFM-HJFK, La Voz |] assignments. 

de America of the city of Armenia, Box 6952, ADVERTISING AGE 


— 


Columbia, in the United States and | 90 £. Ohio Street, Chicago II, Illino’s 
Canada. —_ 
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Ferguson Imports 
Tractors Pending 
J. §. Production 


(Continued from Page 1) 


country. Sir John described the 
four-door passenger auto as a 72- 
horsepower vehicle. Many parts 
of the Vanguard and of the tractor 
are to be interchangeable. So far 
it has not been advertised in 
Great Britain. 

The Ferguson Company, which 
last month started suit against 
Henry Ford II, the Ford Motor 
Company and Dearborn Motors 
for $251,000,000, has started con- 
struction of its own large tractor 
plant on a 72-acre site in Detroit. 
The company expects to begin pro- 
duction 
August and will turn out between 
200 and 300 tractors daily. 


May Outproduce IH 


Together with the 500 daily trac- 
or output which Standard expects 
0 produce in England, the Fergu- 
on Company predicts it will be 


ther company including Interna- |, 
ional Harvester. 
The Detroit Ferguson operation 
ill produce tractors for the North 
ind South American continents, 
while Standard will continue to 
manufacture Ferguson tractors for 
urope, Australia, Africa and 
Asia. The machines will sell for 
pproximately $1,400 in this coun- 
ry. The tractors contain Conti- 
ental engines made in the U. S. 
nd shipped to Coventry for con- 
truction into the tractor. 


W FRAZER TRACTOR 
HOWN IN NEW YORK 

New YorkK — Joseph W. Frazer 
ecently invited the public to 
e Waldorf-Astoria Hotel again, 
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in this plant by next) 


WSIX holds volume 


naking more tractors than any) 


is time to view the new Model 
Jaques-Frazer tractor. The ma-| 
hine was developed by the Frazer | 
arm Equipment Corporation, a| 
ivision of Graham-Paige Motors. 
he Jaques Power Saw Company, 
Yenison, Tex., cooperated in the | 
evelopment. 
Advertisements inviting the | 
ublic to see the new tractor were 
laced on Feb. 4, 5, 6 and 7 in| 
i¢@ New York Herald Tribune, | 
ews and Times, while 15 stations | 
) New York, New Jersey, Con- 
cticut and Pennsylvania carried 
ot announcements. 
This exhibition will be put on | 
other cities 
untry and will be supported by 
tensive local advertising, which 
BS not been announced to date. 
he agency is Swaney, Drake & 
ment, Chicago. 


ellegrin Quits NAB 
>) Head Radio St. Louis 


Frank E. Pellegrin has resigned 
director of the broadcast adver- 
Ing department of the National 
sociation of Broadcasters, effec- 
‘’e March 1, to join Radio St. 
uls, Ine., a new St. Louis broad- 
sting firm, as president and gen- 
al manager. 

The new company has been 
anted a construction permit for 
1,000- watt daytime station on 
. kilocycles and a Class B FM 
Tmt. James H. Grove, presi- 
nt of Greve Laboratories, will 
chairman of the board of 
dio St. Louis. Application for 
anging from a partnership to a 
oration has been filed with 
> Federal Communications Com- 
O51 ( nN, 


iD 


pr 


> MacFarland, Aveyard 


“ mas E. Powers, most re- 


ily with Leo Burnett Company, 
S rejoined MacFarland, Ave- 


throughout the|{ 


rd & Co., Chicago, as a creative 
ip head. He started in the| 
€r‘ising business over 12 years 
nois|Me. 2S an office boy with Mac- 
Mand, Aveyard. 


Bess and Associates 
Buy Bulova’s WOV 


The Bulova-owned Station 
WOV, New York, has been pur- 
chased by Herman Bess, sales di- 
rector of WMCA, subject to ap- 
proval by the FCC. Associated 
with Mr. Bess in the purchase are 
Richard O’Dea, a minority stock- 
holder in WNEW, also owned by 
Bulova interests, and Harry S. 
Reichenstein, New Jersey indus- 
trialist. 

Before joining WMCA in Oc- 
tober, 1946, Mr. Bess was vice- 
president in charge of sales at 
WNEW. 


Adds Beard to Staff | 


J. Woodrow Beard, who before | 
joining the Navy was with A. C. | 
Nielsen Company, Chicago, has) 
joined the national advertising | 
department of the Des Moines | 
Register and Tribune to be in 
charge of drug and cosmetic ac- 
counts. 


Names Kirmse V.P. 


Linen Company, New York, has/Sneider 
been named vice-president. 


Gets Luggage Account 
William A. Kirmse, assistant to Universal 
the president of H. W. Baker|New York, has appointed A. M. 


handle its advertising. 
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Agency Moves 


Knight & Gilbert, advertising 
agency, has moved to 1600 Indus- 
to trial Trust building, Providence, 

IR. I. 


Luggage Company, 


& Co., New York, 


DAY ano NIGHT 


YOUR MESSAGE WILL BE 
READ BY THE 18 MILLION 
YEARLY VISITORS TO THE 
WORLD FAMOUS BOARDWALK 
AT ATLANTIC CITY. 


HOW? 


WRITE - - - 


The R.C.Maxwell Co. Trenton N.S 


> i 
V aqreneay 


Gethies 
Sedse renee 


5000 WATTS 


AMERICAN 


Coming Soon! 


WSIX — FM 


980 KC 


NASHVILLE F 


Represented Nationally By 
THE KATZ AGENCY, INC. 


WSIX gives you all three: Market, Coverage Economy 


Yieveiee i 


Competition is keen in the drug field 
with many products trying to get a: 
share of each drug dollar. And one 
leading product—almost a household 
word—has used quarter-hour shows 
on WSIX for more than five years. They 
count on WSIX to hold this dominant 
position in Nashville’s 5l-county retail 
trade area. If your problem is building 
volume, holding volume or developing 
a new market, WSIX can help do the 
job! Just call your nearest Katz repre- 
sentative for complete facts and fig- 
ures. 
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‘Appoints Betsy Ross 


Betsy Ross, former department 
store merchandising manager for 
Life, New York, has joined the 
Merchandising Group, New York, 
new nationwide organization of 
retail research and promotion spe- 
cialists, as retail director. She will 
supervise the work of the 77 rep- 


520 N. MICHIGAN AVE., CHICAGO 


| resentatives of the group who are 
| located in 65 cities throughout the 
| country. 


Agency Changes Name 

Allen, Clenaghen & Smith, Port- 
land, Ore., advertising agency, has 
changed its name to Allen & 
|Clenaghen. H. Richard Seller, 
formerly a free-lance radio and 
magazine writer in Seattle, has 
joined the agency as publicity di- 
rector. 


Appoints Gilmore 

L. Donald Gilmore, formerly ad- 
vertising manager of Dennison 
Mfg. Company, Framingham, 
Mass., has been appointed service 
manager of Badger & Browning, 
Boston. 


Appoints Fagan 

P. E. Fagan has been appointed 
general sales manager of the Pa- 
cific division of Continental Can |} 
Company, succeeding F. E. Falk. | 


Advertisement | 


Gk sdstugee iam ts a a ee 


Week of Jan. 4-10, 1948 


All figures copyright by A. C. Nielsen Company 
EVENING, ONCE-A-WEEK, 15-60 MINUTE PROGRAMS 


Total Audience 


o “uf 
st st se 5 
Ge ae Program Ge ao 
1 | }. Sree 31.9 +0.8 
2 F (2 Raa 29.2 +3.0 
3 eo 5 Ne 29.0 —2.2 
4 = f | arr err 28.3 -+-0.1 
5 7 Charlie McCarthy ......... 26.5 —0.4 
6 12 Truth or Consequences...... 25.2 +3.1 
7 - } eee 244.9 —3.6 
8 6 Fitch Bandwagon .......... 24.8 —2.6 
9 NR Mr. District Attorney....... 24.4 +8.1 
10 10 My Friend Irma ........... 24.4 +41.2 
11 NR Godfrey’s Scouts .......... 24.1 -+5.0 
12 fee 24.0 —4.0 
13 i & eee 24.0 —0.4 
ee 8 RA Cae 23.9 +4.1 
15 NR Kraft Music Hall........... 23.7 +-8.7 
2 Fk” era 23.6 -+-9.2 
17 NR Your Hit Parade........... 23.2 +5.8 
18 NR Inner Sanctum ............. 21.7 -+5.4 
19 15 Adv. Sam Spade............ 21.5 +-0.6 
20 NR Burns and Allen............ 21.5 +-17.4 


EVENING, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS 


1 BE. gicaiccvcnvcceecs 19.3 +41 
2 NR Bill Henry News............ 13.2 +1.5 
3 BE EE: séaddiesincngas 12.9 +0. 

DAYTIME, 2 TO 5 A WEEK, 


1 8 Right to Happiness......... 12.8 +3.7 
g @ Bavkstage Wite .......ccnes 12.7 +2.9 
Ca £ © er at 12.1 +3.8 
| 4 ee 5 eee 11.6 -+2.9 
5 NR Young Widder Brown........ 11.5 +3.4 
6 3 Our Gal, Sunday........... 11.3 41.4 
7 WR Portia Faces Life........... 10.9 +3.6 
8 2. . ern, 10.8 +2.3 
i. £ £4» 9 rr re 10.8 +2.8 
10 COC : eer 10.7 +-1.1 
11 $9 Ma Perkins (CBS)......... 10.5 +-1.4 
12 1 Arthur Godfrey ............ 10.4 0.0 
13 6 Wendy Warren ............ 10.1 -+0.8 
| 14 2. & * gr 9.8 —0.3 
15 i. > 2. aa 9.6 +0.6 
DAYTIME, SATURDAY O 

| 4 4 True Detective Mystery..... 16.2 +-2.2 
| 2 2 § Ree, 15.9 -+-1.9 
3 NR House of Mystery .......... 14.3 +3.5 

4 1 Armstrong Theater ......... 5 —13 
5 NR Quick as a Flash........... 13.5 +-0.5 


NR—Not ranked in preceding report. 


Average Audience 
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Nielsen Figures on Top-Rated Shows Standard of B. C. 


-newspapers plugged the “News- 


Starts ‘Newscast 
with New Look’ 


VANCOUVER—Three weeks ago, 
teaser ads in British Columbia 


cast with the New Look.” 


Nielsen Reports 
Gains Ranging 
Up to 9 Points 


Cuicaco—Lux Theater returned 
to first place 
Company’s Radio Index for Jan. 
4-10, as an 0.8 gain put it at 
31.2. Meanwhile, a number of 
shows made the top 20 list with 
remarkable jumps from the 
Christmas week listing. 

Amos ’n’ Andy, for Lever 
Brothers, gained 3 points and 


NO CRYSTAL GAZER? 


No wild predictions, no viewings with 


alarm, stir up the public in Better 


Homes & Gardens. We stir up our 
public to build their own terraces or ¢ (: 
buy a new vacuum cleaner. 100% 

homemaking service screens out the (ae: Seamee 
casual reader — but screens in over ‘nbc sail 
3.000.000 families whose big interest RCULATIO,, 
is home and whose big incomes go for 

eve: ythingat home. Getting your share? 


TOMES 


i and Gardens 


over 3,000,009 


AMERICA’S FIRST SERVICE MAGAZINE 


So “S 
st St ss Es 
Se ae Program oe a5 
1 i  — S aaa 25.0 +2.5 
2 . » Payee 24.3 —3.0 
3 et Ee 23.8 +-1.9 
4 Fe § rrr 22.0 +0.1 
5 1 Charlie McCarthy ......... 21.6 +0.4 
6 kk « | Sees 21.2 —2.2 
1 RAR 20.7 —3.0 
8 NR Mr. District Attorney...... 20.4 +8.7 
9 11 Truth or Consequences....... 20.0 +-2.4 
10 i PRR 19.4 —0.2 
11 18 Godfrey’s Scouts .......... 18.9 +3.2 
12 10 My Friend Irma ............ 18.7 +0.1 
18 WR Delly’s Tavern .......60.:. 18.2 +8.5 
14 NR Kraft Music Hall.......... 18.0 -+-7.0 
15 8 Fitch Bandwagon .......... 17.5 —3.4 
en ff Oreo 17.4 +-2.2 
17 ae SO gS | Ae 17.1 +1.4 
18 NR Jergens Journal ........... 16.5 -+-1.9 
19 14 Adv. Sam Spade............ 16.4 +0.3 
20 NR FBI in Peace and War...... 16.2 +8.2 
1 oh. . PSR eT Eee 14.9 +3.4 
2 2 Bill Henry News............ 12.2 +1.6 
3 MW, WER oka 's occ ctvncens 10.1 +0.1 
15-30 MINUTE PROGRAMS 
1 1 Backstage Wife ........... 11.6 +2.8 
2 4 Right to Happiness......... 11.5 +3.4 
_ f & ) essa 10.6 +3.9 
4 me © — errr: 10.3 +2.8 
5 14 Young Widder Brown........ 10.3 +3.2 
6 ef Se eee 10.0 +-1.7 
7 NR Portia Faces Life........... 96 +3.4 
8 2 ,» sre 96 +11 
9 iB . RAs 9.5 +2.2 
10 NR Lorenzo Jones .............. 9.4 42.7 
11 6 Ma Perkins (CBS) ........ 9.2 +1.3 
12 7 Rom. Helen Trent........... 86 +1.0 
13 eS eer 83 +1.0 
14 NR Wendy Warren ............ 8.2 +1.2 
FS PPro 8.2 +1.1 

SUNDAY, 5-60 MINUTES 
| 1 S:  S n cca vases edenes 13.6 -+-1.4 
2 3 True Detective Mystery...... 13.2 +-2.2 
3 2 Armstrong Theater ........ 10.9 —0.4 
| 4 4 Grand Central Station...... 10.8 -+0.1 
| 5 NR House of Mystery...... ...106 +2.8 
l 
moved from eighth to second 


in A. C. Nielsen | 


week programs. Fibber McGee 
and Molly (S. C. Johnson & Son) 
lost 2.2 points and dropped from 
first to third. 


Wednesday Show Up 9.2 


Truth or Consequences (P&G) 
moved from 12th to sixth with a 
3.1 gain; Arthur Godfrey’s Talent 
Scouts (Thomas J. Lipton, Inc.) 
moved from 25th to llth with a 
5-point gain; Inner Sanctum 


Allen (General Foods) gained 7.4 
points and went from 55th to 20th 
place. 


Two Wednesday night shows, 
recovering from Christmas Eve 
‘losses, gained most, however. 
|Duffy’s Tavern and Mr. District 
Attorney (both Bristol-Myers 
|shows) gained 9.2 and 8.1 points, 
respectively, and moved into the 
top 20. Kraft Music Hall moved 
into the list with an 8.7 gain. 


MBS Sunday Shows Lead 


Meanwhile, among daytime two- 
to-five-weekly shows, Arthur 
Godfrey (for Chesterfield) 
dropped from first to 12th place 
| simply by holding even at 10.4 
points. First spot in this group 
/was taken by Right to Happiness 


place among the evening once-a- | 


(Emerson Drug) moved from 41st. 
to 18th with a 5.4 gain; Burns & | 
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Did Dispatch readers “go for it”? us n ackno 
SB © Well, 104,000 visited that farm- bean on 
mm = stead in 5 days — avidly asked seanal Pres 

Me questions and noted features! The B i... Jittle 


&g Dispatch 1947 Farmstead was 
| fs another big thing, done right! 

| BR Doing things its readers wan! 
i done — and doing them right — 


makes The Columbus Dispatch ° 
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$345,000,000 
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Postal Subsidy 
Called Essential 
for Good Service 


(Continued from Page 1) 


deficits, and his effort to justify 
them, is a sharp departure from 
the policy of his predecessors and 
his White House superiors, who 
have been telling Congress that 
rate increases would enable the 
department “to operate without a 
deficit.” 

The nation’s first up-from-the- 
ranks PMG told his service col- 
leagues that postal workers know 
that deficits are almost tradi- 
tional in the postal service, and 
that there is very little to do 
about it. 


Sets High Standard 


Pointing out that the depart- 
ment has met costs only 17 times 
in a century, and then largely in 
war years, he said these deficits 
stem from the fact that the de- 
partment tried to provide high 
standard service, regardless of 
cost, even in the nation’s most 
remote areas. | 

Aware that the postal deficit | 
may reach $500,000,000 if present | 
trends continue, Mr. Donaldson | 
said last week that it is time for | 
the people and Congress to deter- 
mine “whether the postal estab- 
lishment should be operated as a 
service institution without respect 
to the profit motive, or, conversely, 
whether it should be made to pay | 
its own way.” 

“It is a problem that goes be- | 
yond mere postal views,” he}! 
warned. “It is a question which | 
transcends postal boundaries and | 
goes to the very root of the entire 
American business, social and eco- | 
nomic system.” | 

Though he argues for acceptance | 
of postal deficits, Mr. Donaldson | 
offers small comfort to publish- | 
ers, direct mail advertisers and | 
others who have been fighting pro- | 
posed increases in second, third 
and fourth class mail rates. 


Should Pay Costs 


According to Donaldson, the de- | 
partment “should be placed on as | 
firm a business basis as humanly 
possible.” | 

Contending that second, third | 
and fourth class are not paying | 
their way, he insists that the fee | 
for handling any class of mail | 
should be sufficient to pay costs | 
“or at least as much as the traf- | 
fic will bear without diminishing | 
volume.” | 

In acknowledging greater def- | 
icits ahead, despite a peak $1,400,- | 
000,000 volume, Donaldson says | 
postal workers know that deficits | 
bear little or no relationship to | 
alleged “inefficiency.” He says in- | 
creased costs are largely beyond 
the department’s control. 

\mong the items that converted 
Wartime profit into an anticipated | 
$345,000,000 loss for the fiscal year | 
end ling this June 30, he mentioned | 
two “twell deserved” postal pay 
hikes totaling $351,000,000; in- 
creases up to 25% in payments to | 
domestie rail and air carriers, and 
to overseas carriers of a vastly in-| 
ised volume of international | 


m: 
Mati, 


cre 


Deficit Mounts 


The $345,000,000 deficit in sight 
year compares with a $276,- | 
000 loss for 12 months ending 
last‘ June 30. With another postal 
hike gaining momentum in 
Congress, the deficit for fiscal 1949 
ld reach half a billion dollars. 
Donaldson’s attitude toward the | 
‘it coincides with the position 
/0stal workers, who told the 
ite post office committee last 
onth that “there is an erroneous | 
pression in Congress and among | 
sublic that the Post Office De- | 


partment should be considered a 
business (AA, Jan. 26).” 

“The department is fundamen- 
tally a service, operated to give 
good mail service to the American 
people” the National Association 
of Letter Carriers said. 


Mail Service Leads 


Carriers say that express com- 
panies, telegraph companies and 
other services maintained to pro- 
duce a profit cannot provide the 
standard of service demanded of 
the Post Office. 

They point out that mail service 
and facilities are provided “in 
every nook and corner of the 
United States regardless of profit.” 

Specifically, they point out that 
about half the 42,000 post. offices 
conduct their operations at a loss. 

Donaldson heatedly denies that 
mismanagement or lack of prog- 
ressive ideas contributes to postal 
deficits. 

Admitting that 80% of postal 
costs goes for salaries, he declares 
that “even in this day of scientific 
achievement, there has been no 


automaton or robot invented which 
could read addresses, distribute 
mail or which could deliver 
mail in a city, village or rural 
route.” 


Gibsons Names Louttit 


T. Robley Louttit, Inc., Provi- 
dence, R. I., has been named to 
handle the advertising of Gibsons, 
Inc., Providence, manufacturer of 
confectionery and bakery goods 
sold through its own retail chain. 
Radio, car cards and newspapers 
will be used. 


Swank Appoints Richter 


Walter C. Richter, formerly per- 
sonnel director of Landis Tool 
Company, Waynesboro, Pa., has 
been appointed public and em- 
ploye relations director of Swank, 
Inc., Attleboro, Mass., leather 
goods and men’s jewelry. 


Shoe Firms Name Harris 


Stanley Harris has been named 
sales manager of Sudbury Shoe 
Company, Boston, and Belco Shoe 
Company, Lynn, Mass. 


Goodrich Tubeless 
Tire Makes Debut 
in Cincinnati Area 


(Picture on Page 1) 

CLEVELAND — B. F. Goodrich 
Company is introducing its tube- 
less tire for public sale in the 
company’s Cincinnati district ter- 
ritory covering portions of Ohio, 
West Virginia, Kentucky and In- 
diana. 

Advertising will consist of point- 
of-sale material, and newspaper, 
radio and direct mail by Goodrich 
retailers. It will be supported by 
newspapers and spot radio by the 
company in major markets. 

Announcement of invention of 
the tire was made in the New 
York Times and Wall Street Jour- 
nal the weekend of Feb. 8, but 
while the announcement stated 
that “limited production of the 
B. F. Goodrich tubeless tire has 
been started and large scale pro- 
duction will follow as soon as spe- 


| cial tire building equipment is 
javailable,’” the company an- 
nounced that the tires are not yet 
available for general sale in the 
East or other parts of the country. 

Batten, Barton, Durstine & Os- 
born handles the account. 


Drops Beacon Account 
Bennett, Walther & Menadier, 

Boston, has resigned the account 

of the Beacon Company, Boston. 


*XYOUR DIRECT MAIL* 


the day you want it 
the way you want it 
eee 


Direct Mail Specialists 
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CALDWELL 


LETTER SERVICE 
5 WEST ONTARIO STREET 


tr SUPerior 8154 Chicago yr 


Van 


register p ves rp and clear! 


Full-color advertising in daily newspapers is out of the experi- 
mental stage. Smart advertisers like Van Heusen 
the page with color ads that register sharp and uniformly clear 


—thanks to the use of Reilly pLAsTicTyPEs. 


This precision-perfect plate is the achievement of six full 
years of experience in producing fine plastic plates. The stand- 
ards of precision we set for every PLASTICTYPE are unmatched 
in the industry. So it’s not surprising that more than two hun- 
dred national advertisers are regular PLASTICTYPE users—and 
many of these top advertisers are already cashing in on the finer, 
clearer register of newspaper ads in color reproduced from 
pLASTICTYPES. You have to see the tearsheets to appreciate 
what pLasTictyPEs can do for you. So mail the coupon now. ! 


Reilly Plastictypes L 


REILLY ELECTROTYPE COMPANY 
305 EAST 45th ST., NEW YORK 17, N. Y. MUrray Hill 6-6350 
CHICAGO ~* DETROIT - 


INDIANAPOLIS * SAN FRANCISCO * LOS ANGELES 


are stealing 


/ 


/ 
fu 


sheets. 


Have 
full details. 


Name 


daily 


Mail me a sample Plastictype, 


a representative 


napers: 


Reilly Electrotype Company 
305 East 45th Street, New York 17, N. Y. 


and tear- 


call to give me 


Company 


Address 
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Chernow Appoints Read 
Ben Read has been appointed 

production chief of the St. Louis 

office of the Chernow Company. 


times—of any magazine covering 
the entire industry... and o total of 


1,000 reavers montniy 
(Tops in the field) 
82 Wall Street, New York 5, N.Y. 


Kuttner Agency 
Exploits Radio 
as Basic Medium 


(Continued from Page 1) 
tain wartime sales. To hold the 
volume, both the company and 
agency decided that it was neces- 
sary to increase the number of 
retailers, especially in tobacco and 
drug stores, and K&K devised 
a promotional package designed 
to stimulate the merchandising 
cycle. 

To build jobber distribution and 
stimulate retail sales, the agency 
prepared a mystery show starring 


LO MOD OM RR 


Theaters, retailers, general 


easy and economical to sell, 
because they can reach 

all the buyers in one medium, 
The Buffalo Evening News. 


advertisers all find this big market 


= 
= 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
“Western New York’s Great Newspaper” 


KELLY-SMITH CoO., 


National Representatives 


KEGEL 


i 


ght Wh invites outa ae 
' the #47 


Moneberter ick CREAM Chow’ 


Nonebetter ICE CREAM 06 the beac'- theres MONE GETTER” 


WINDOW TIE-IN—Retail traffic-builder number one, in Kuttner & Kuttner's 
new Nonebetter radio promotional package, is this window streamer inviting the 
kiddies inside to get application blanks for show tickets. 
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Kent Taylor as Steven Knight, 
criminologist. Counter cards were 
designed which offered booklets 
outlining all pertinent clues for 
the next week’s program—and 
the solution to the current week’s 
show. 

In effect, listeners were chal- 
lenged to go into retail stores, get 
the advance clues of the mystery 
story and solve the crime before 
it went on the air, week after 
week during 1947. With the store 
traffic-building angle as the fea- 
tured attraction, the company re- 
tained Reuben H. Donnelley Cor- 
poration to do its detailing. 


High Percentage of Closure 


The percentage of closures on 
the detailing operation in 15 mar- 
kets was so high that the retail 
expansion job approached a pay- 
as-you-go basis—and has been 
used by Donnelley as a case study 
for its detailing presentations. 

Confident that the same idea 
could be used effectively by other 
advertisers, the agency built the 
Nonebetter show on the same 
principles. Counter cards bearing 
50 tear coupons last week were 
placed in the company’s 500 ice 
cream outlets inviting youngsters 
to “Jolly Joe” Kelly’s radio birth- 
day party the week of their birth- 
day. 

Ten days before the broadcast, 
applicants will receive a letter 
enclosing tickets, and reminding 
them to order individual ice cream 
cakes and molds for their home 
birthday celebration—from their 
local Nonebetter dealer. The ad- 
dresses of the applicants also form 
the basis of a valuable direct mail 
list for future promotions. 


Riddle Gimmick Too 


To hold the interest of the kid- 
dies whose birthday is some 
weeks off, the show offers a riddle 
contest gimmick. Each listener is 
invited to send in his favorite 


\riddle, with answer, entry blank 
from another counter card and 
\the label from a Nonebetter car- 
ton. The child who sends in the 


ME YOU CAN BUY OVER A MILLION 
Ml >"EPROSPECTS FOR 36% LESS 


The Eagle Magazine with 1,052,000 circulation, is 
the fastest growing fraternal publication in its field, 
and the following figures taken from Standard 
Rate and Data show that its rates are the lowest: 
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704 WARNER BUILDING - MILWAUKEE 3, WIS. 
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Lee seek te ee 


winning riddle of the week will 
get a new Ranger bicycle. 

Format of the program itself is 
fairly simple. The central idea is 


the birthday party, and ice cream 
Ww 
YOURE ALL INVITED TO 
JUST SEND US YOUR 


and cake will be served to all 
THIS IS YOUR OLD PAL 
ye 
‘NourBirthday Party: 
ON WGN STARTING MARCH OTH |= Ns 
NAME AND BIRTHDAY 


comers. Youngsters will be in- 
seta. | (s 
THE M27 Moreberrer Radi SHOW 
‘ot Prices! Eat fun! 


vited to display their respective 
\ SPEAKING 
Games! Contests! 


wont FETTER: 


and the movies. Audience mem- 
bers who are considering entering 
that particular vocation will have 
an opportunity to interview the 
guest star. 

And arrangements will be made 
to have another public figure, 
whose birthday happens to fall in 
that week, send a telegram of con- 
gratulations to the studio audience 
—which will respond by singing 
“Happy Birthday” or something 
equally apropos. 


Maintains Dealer Interest 


‘ Dealer interest will be main- 
tained through still another gim- 
mick. Each dealer will be invited 
to send in the name, address and 
birthday wish of a shut-in in the 
neighborhood, with a brief story 
about the person. The birthday 
wish will be granted to the shut-in 
whose name appears in the best 
letter of the week. 

The show also will be geared to 
achieve still another objective— 
building sales through grocery 
stores and obtaining still other 
grocery outlets for ice cream, in 
line with recent marketing trends 
in this field. 

But in order to sign up new re- 
tailers, an ice cream company 
needs a promotional package as a 
lever. And with the radio birth- 
day party, says Robert Schoen- 
brod, merchandising director of 
Kuttner & Kuttner, “we will bring 
buying customers into the store, 
not just once, not just twice, but 
time and time again.” Window 
streamers will be used to further 
identify Nonebetter outlets and to 
tie them in solidly with the show. 

Says Larry Kurtze, the agency’s 
radio director: “It’s the develop- 
ment of a merchandising program 
like ‘Your Birthday Party’ that 
makes possible the use of ex- 
pensive talent locally, on a con- 


Nonebetier \ce when y 
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COUNTER TIE-IN—Second phase of 
traffic building is this two-color counter 


gram tickets. Addresses thus obtained 
form a nucleus for the company’s fu- 
ture direct mail campaigns. 


talents, and will receive prizes 
from a gift tree for their efforts. 

All juvenile members of the 
studio audience will play games, 
with cameras, sports equipment, 
savings accounts and toys as 
prizes. Another section of the 
show, called “What I Want to Be 
When I Grow Up,” will involve 
a well-known personality in some 


card, with application blanks for pro- | 


specialized field, such as baseball | 


| tinuing basis, but still keeps radio 
|advertising on a sound, dollar- 
| wise basis.” 


Still with WWJ 

John F. Merrifield is continuing 
with Station WWJ, Detroit, as 
farm editor, and is not joining Sta- 
tion KFGO, Fargo, N. D., as was 
reported in the Dec. 22 issue of 
ADVERTISING AGE. 


Joins Neman, Lynde 

Kenneth F. Small, formerly a 
partner in the public relations 
firm of Dennis & Small, has joined 
Neman, Lynde & Associates, Jack- 
sonville, Fla., advertising and pub- 
lic relations. 


RATES FROM JULY 15, 1947, SRDS 


MAGAZINE MAXIMIL MINIMIL 
Eagle ° ° ° ° 3.74 3.56 
Elks . ‘ . «ss 4.84 
Foreign Service . 4.42 4.12 
legion . ° ° e 8.24 7.84 
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General Mills 
Introduces Basic 
New Type of Cake 


(Continued from Page 1) 


American housewives about it. 

The mystery ingredient, kept 
secret during the year of tests, is 
the familiar salad or cooking oil 
of the Mazola or Wesson type. The 
oil, when used as directed in the 
recipe, is said to produce a cake 
which is more tender than angel 
food and more velvety and airy 
than butter-type cakes. 

In addition, the new cake type 
reduces mixing time from 25 
minutes for angel food, to 10 min- 
utes; it takes only seven eggs 
while angel food requires 13 or 
more; it can be made in almost 
any type pan; does not require 
frosting, and will remain moist 
for a week. 

Beside the test baking in the 
Betty Crocker kitchens, several | 
hundred housewives in Tulsa, | 
Cincinnati and Philadelphia also | 
tested the recipe, using the liquid 
shortening in an unlabelled bottle. | 
Typical comments were enthus:- | 
astic. 


Starts in ‘Look’ 


First public announcement cf) 
the cake will run in a news story | 
spread in the Feb. 17 Look, and 
on the Betty Crocker Magazine of 
the Air show and other Genera! | 
Mills network programs. 

First four-color ads for Soft- | 
asilk cake flour, with Bettv 
Crocker announcing “Chiffon” | 
cake, will break the week of Feb. 
22 in Better Homes & Gardens, | 
Ladies’ Home Journal, McCall’s 
and the Metropolitan Group, 
through Dancer-Fitzgerald-Sam- | 
ple, Chicago. Complete media. 
schedule has not yet been an- 
nounced. 

In addition to the General Mills | 
promotion, both Corn Products 
Refining Company and Wesson 
Oil & Snowdrift Sales Company 
are expected to run tie-in cam- 
paigns on the new type cake for 
Mazola and Wesson oils, respec- | 
tively. Neither of the companies 
last week had completed plans for 
such tie-ins, however. 


AMA Group Elects 


Mrs. Jessie Locke Moffet, presi- | 
dent of Moffet Research Company, | 
has been elected president of the) 
Southern California chapter of the | 
American Marketing Association. | 
Other officers are: lst vice-presi- | 
dent and program director, Royal 
T.- Jumper, Kendall Foods, Inc.;. 
2nd vice-president and member- | 
ship chairman, William Dover, re- | 
search director of the Los Angeles 
Examiner; secretary, C. T. Gil-. 
liam, Gilliam & Associates, and | 
treasurer, Prof. George Robbins, | 
University of California. 


Names Hatton V.P. 


Joseph F. Hatton, formerly as- | 
sistant to the production manager | 
of the entire Street & Smith mag- | 
azine group, has been named vice- 
president of the newly organized 
Provident Typographers, Inc., 305 
E. 47th St., New York. Other of- | 
ficers are: William Roth, presi- 
dent; Fred Ehrlich, treasurer, and 
Anthony Divone, secretary. 


A&P Promotes Taylor 


Walter E. Taylor, advertising 
manager in Richmond, Va., for 
the Great Atlantic & Pacific Tea 
Company, has been appointed di- 
Visional advertising manager of 
the central western division of 
A&P Food Stores. 


Appoints Riall A.M. 
Charles T. Riall, in the adver- 
Using department, has been ap- 
Pointed advertising manager of 
Davis & Geck, Brooklyn, manu- 
facturer of surgical sutures. 


Ad Council Releases 
Two Holiday Ads 


The Advertising Council, New 
York, has released to 5,200 news- 
papers a proof sheet containing 
two special holiday advertise- 
ments on the American Heritage 
campaign. The ads, designed for 
use on Washington’s Birthday and 
other patriotic holidays, promote 
the message: “Our Freedom Is At 
Stake.” 

W. B. Potter, director of adver- 
tising operations of Eastman 
Kodak Company, is coordinator of 
the drive; Walter Weir, Inc., New 
York, prepared the ads, and 
Newell-Emmett Company, New 
York, designed the proof sheet. 
Helen Crabtree is the council’s 
staff executive for the program. 


WGAR Elects George V.P. 


Carl E. George, correspondent 
of Station WGAR, Cleveland, has 
been elected a vice-president of 
the station. Glenn Gilbert, for- 
merly in the sales department of 
the Ohio Bell Telephone Com- 
pany, has joined the station’s sales 
staff. 


Movie Makers Ask 
Court to Reverse 
Anti-Trust Ruling 


WasHINGTON—A battery of 
movie industry lawyers, headed 
by former Supreme Court Justice 
and Secretary of State James F. 
Byrnes, urged the Supreme Court 
last week to set aside a lower 
court ruling requiring five big 
producers to dispose of theaters 
which they control. 

Byrnes, counsel for 20th Cen- 
tury - Fox, denied that there is 
“gouging” at the box-office. He 
asserted that there is no proof 
that big company control has cut 
down on the number of films or 
limited their subject matter. 

Lush wartime industry profits 
have disappeared, Byrnes told his 
former Supreme Court colleagues. 
Stressing the role of U. S. films as 
a “good will ambassador” over- 
seas, the former Secretary of 
State contended that the loss of 
domestic theater outlets might be 


;a serious burden to an industry 
“already fighting for its life.” 

The government as well as the 
‘movie producers sought changes 
|in the anti-trust decree issued two 
years ago after eight years of liti- 


gation. Attorney General Tom 
Clark contended that the ruling 
should be reworded to insure di- 
vorce of the producer-distributor 
interests. 

One decree “dooms” the entire 
production and distribution side 
of the industry. 

“No industry can survive the 
flood of damage suits that theater 
operators have begun and are 
bound to institute,’ Edward C. 
Raftery of United Artists told the 
justices. 


Honor Negro Newspaper 


National Negro Newspaper 
Week, commemorating the 121st 
anniversary of the founding of the 
first Negro newspaper, Freedom’s 
Journal, has been set for March 
7-13. The event is sponsored an- 
nually by the Negro Newspaper 


Publishers Association. Special 


69 


broadcasts over NBC, ABC and 
CBS have been scheduled during 
that week in addition to special 
local observance by each member 
newspaper of the association. 


White Rock Uses Spots 


White Rock Corporation, New 
York, through Kenyon & Eck- 
hardt, is carrying radio announce- 
ments on seven stations in Florida, 
where new franchise operations 
have been started. 


CBS Transfers Redmond 


Richard J. Redmond, formerly 
in the promotion department of 
Columbia Broadcasting System, 
New York, has been appointed as- 
sistant to Lawrence W. Lowman, 
vice-president in charge of tele- 
vision operations at CBS. 


CAR CARD ADVERTISERS! 
SEND FOR ee 


FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


CARDISPLAY CO., 1004 Marquette Ave , Minneapolis, Mina. 


in 1 
SERVICE TO ADVERTISERS AND MARKETERS 


Advertising Publications, Inc., has four related, yet sharply defined, publications through 
which every factor in the advertising, marketing and merchandising phases of business 
may be reached. You can use any of them for a specialized purpose, any combina- 


tion of them, or all of them together to reach the largest manufacturer, agency, and 
advertiser circulation available. 


ADVERTISING AGE reaches more advertising agency executives than any other pub- 
lication—more than it ever has reached before—ard far more than any other publication 
has ever reached. The weekly Newspaper of Marketing, it is read by the most important 
executives of the most important national advertisers in the country. 


INDUSTRIAL MARKETING is the only publication dealing exclusively with the prob- 
lems of industrial marketers. Its readers are the marketing and advertising executives of 
manufacturers of equipment and supplies for industry, and their advertising agencies. 
Advertising in the two publications is sold in combination, insertions in one contributing 
to frequency discounts in the other. 


ADVERTISING AGE'S CONSUMER MARKET DATA BOOK provides the most 
comprehensive consumer market information available anywhere. It is distributed on a 
controlled basis to every national advertiser, every large regional advertiser, and every 


advertising agency handling such accounts. 


INDUSTRIAL MARKETING'S INDUSTRIAL MARKET DATA BOOK supplies de- 
tailed authoritative, and complete analyses of every major market for industrial equip- 


ment and services. For more than a quarter of a century it has been known as the "bible" 
of industrial advertising men. 


More and more alert advertisers are buying space in “'packages'’ made up of combina- 
tions of these four publications. Through the Market Data Books they get their stories 
across when markets are being studied, before media are being selected. Through these 
combinations they are getting unequaled coverage, greater circulation, at the lowest cost 


per thousand, for the best campaign value to be had. Why not have one of our repre- 
sentatives give you the whole story? 


100 E. OHIO ST., 


CHICAGO Il; 


RUSS BLDG., 


SAN FRANCISCO 4; GARFIELD BLDG., 


ADVERTISING PUBLICATIONS, INC. 


PUBLISHERS OF ADVERTISING AGE ® INDUSTRIAL MARKETING 
THE LARGEST PUBLISHING HOUSE SERVING 


THE ADVERTISING 


LOS ANGELES 14; 


e THE MARKET DATA BOOKS 
AND MARKETING 


330 W. 42nd ST., 


FIELD 


NEW YORK [8 
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for first Photograph 
$ 3 00 for each additional shot 


—same assignment 

8 x 10 prints — S0c 
Quality has not been sacrificed 
to allow these unusually low 
prices. They are made possible 
by a unique production technique 
developed during 15 years of 
quality service to the commer- 
cial, publicity and news photo- 
graphic fields. We have served 
as official photographer for the 
U. S. Treasury Dept. for 7 years. 
A telephone call RIGHT NOW 
for complete information will 
take a big. step toward solving 
your production cost problems. 


L007? PHOTO 


SERVICE 
64 W. Randolph” Chicago RAN. 6553 
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Cincinnati Court 
Voids Agreement 
by Afra, WCKY 


} 


| Cincinnati — Holding that six 
sections of an agreement between | 
Station WCKY here and the 
/Cincinnati local of the American 
Federation of Radio Artists (AFL) 
violated the Taft-Hartley Act, 
Judge John H. Druffel in U. S. 
|District Court has dismissed the 


_union’s suit against L. B. Wilson, | 
‘Inc., owner of the 50,000-watt 


' station. 
| The union had asked the court) 
to force WCKY to comply with an | 
agreement entered into on June 
/13, 1946, covering employment of 
artists. 
The suit was filed Nov. 1 last| 
year after the Taft-Hartley law | 
/had gone into effect. The contract | 
expired Nov. 6, 1947. The viola- | 
|tions alleged by the union oc- 
‘curred during the strike against 
the station last year, before the 
act took effect. 
| The agreement violated provi- 
|sions of the law by requiring the 
station to discriminate in regard 
to hiring and firing, according to 
the ruling. 


| 


violated the contract by employ- 
|ing persons not members of the 
‘union, and who did not become 
members. 
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According to the union, WCKY | 


ARMOUR CONTEST—As this 


color 
newspaper ad shows, Armour & Co., 
for jingles about Chiffon flakes, will 
give away cars, radios and cash every 
week for six weeks in its big new prize 
contest. Foote, Cone & Belding is the 


Holdup Man Kills 
Maurice Heaton 


Et Paso, Tex.—Maurice W. 
Heaton, 49, vice-president of Wil- 
liams, Lawrence & Cresmer, New 
York, newspaper representative, 
was shot and killed Feb. 9 by a 
holdup man near El Paso. 

Mr. Heaton was riding in a car 
driven by R. D. MacNeil, adver- 
tising manager of the El Paso 
Newspaper Printing Corporation. 
During a stop, a holdup man got 
into the back seat and at gun 
point forced them to drive to an 
isolated spot where he ordered 
them out of the car. As they got out 
of the auto, the bandit fired, kill- 
ing Mr. Heaton and wounding Mr. 
MacNeil. He then drove away in 
their car. 

Mr. Heaton joined WL&C after 
graduating from college and sev- 
eral years later became business 
manager of the Long Beach Sun 


agency. 


Armour Running 
$100,000 Contest 
for Chiffon Soap 


| CHicaco—Armour & Co. has 
/launched a $100,000 prize contest 
| for Chiffon soap flakes, using full- 
|color page advertisements in 66 
|Sunday newspapers, shopping col- 
umns, magazines, radio announce- 
ments and considerable dealer aid 
material. 


The best two-line rhymes start- | 


ing with “I like Chiffon 
will each week for six weeks bring 
contestants five Ford sedans, 20 
|Phileo radio-phonographs and 
$7,500 in cash prizes. 

The ads will run in Family 
Circle, Everywoman’s, Puck—the 
Comic Weekly, Woman’s Day, the 
|Metropolitan Comics Group and in 
roto sections of the Chicago Trib- 
|\une, New York News and Phila- 


” 


in Los Angeles. In 1935 he re- 
‘joined the representative firm as 
| vice-president and manager in 
_Los Angeles. 

He was a past president of the 
| Pacific Advertising Association, the 
| Los Angeles Newspaper Represent- 
|atives Association, and the Long 
| Beach Advertising Club. 


MRS. STELLA ALKIRE 

| Los ANGELES—Mrs. Stella R. 
| Alkire, publicity representative of 
|J. W. Robinson Co., here, and ac- 
‘tive in Los Angeles merchandis- 
|ing research since 1912, died at her 
|home following a heart attack. A 
founder and past president of the 
Business and Professional Wom- 
en’s Club, she served for many 
/years as chairman of the Chamber 
of Commerce consumer advisory 


/committee and was chairman of 


the Better Business Bureau re- 
'search committee. She joined the 
Robinson company in 1943. 


RUSSELL WILLIAMS 


Cuicaco—Russell B. Williams, 


| 
| 


| 


| 
| 
| 
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director of public relations for 
Young & Rubicam, where he estab- 
lished the agency’s bureau of in 
dustrial relations. Mr. Jenkin: 
joined the public relations firn 
last year after serving 16 year: 
with Young & Rubicam. 


FRANCIS E. BARBOUR 


CANAJOHARIE, N. Y.—Francis E 
Barbour, 76, chairman of the 
board of Beech-Nut Packing Com- 
pany, died at his home here Feb. 
4. Mr. Barbour served with sey- 
eral railroads until 1909, when he 
joined Beech-Nut here as secre- 
tary. He later became a vice- 
president, serving in that capacity 
from 1921 to 1946, when he be- 
came chairman of the board of 
directors. 


RUPERT DAVIDSON 


Toronto—Rupert E. Davidson, 
55, vice-president of Standard 
Economic Surveys, financial pub- 
lishing company, died at his home 
here Feb. 4. 


Abarry Steel Names Kite 


Creston E. Kite has resigned as 
vice-president in charge of sales 
of General Alloys Company, Bos- 
ton, to become general sales man- 
ager of Abarry Steel Company, 
Perth Amboy, N. J. 


12. Tips On Space Buying 


There's Lots of Space— 


And this guy tried to buy most of it. You'd 
say he was lucky to have so much to spend. 


| Being a partner in a business dependent on 


a 
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Plenty of Unwed 
Young Ones Still 
Abound in Census 


WASHINGTON—A Census Bureau 
population bulletin showed last 
week that there are still plenty of 
unmarried young men and women, 
despite significant wartime and 
postwar increase in the proportion 
of married young people. 

Based on a sample study of 30,- 
000 households last April, Census 
Bureau said about 63% of all per- 
sons in their twenties are married, 
compared with 54% in 1940. 

It added, however, that about 
one fourth of all civilian men in 
he 25 to 34 age group remain un- 


h : 
Tear drops. 
~ for Sele... 


ies 
. ae | 


Vote For the New Sauith (oamy Hexpital Next Saturday. sw. t! 


TEAR DROPS—"What is the cash value 

of a tear drop?" asks the full-page ad 

in the Courier-Times, Tyler, Tex., sup- 

porting a proposal for a new hospital 
in Smith County. 


narried and about three tenths of 
he women in their twenties are 
till unmarried. 


Releases Two Studies 


In all, Census issued two bul- 
letins last week based on the April 
tudy. The first, series P-20 No. 
10, “Characteristics of Single, 
farried, Widowed and Divorced 
Persons in 1947,” also shows that 
he proportion of married women 
n the labor force has increased 
rom 15% to 20% since 1940. 
It also gives details on divorce, 
emarriage rates, education attain- 
nents of married and single peo- 
ile. 
The second study, series P-20 
fo. 11, “Household Composition 
nd Characteristics—1947,” meas- 
res the continued trend since 
940 toward urban homes. Ac- 
ording to the bureau, 83% of the 
._S. households were in cities, 
illages and other non-farm areas 
April, 1947, compared to 80% 
1940 and 78% in 1930. 


Says Advertisers 
Spend Money 
on Poor Prospects 


Cuicaco — “Manufacturers are 
spending too much money to 
reach families that are poor or 
indifferent prospects for their 
products, and are not spending 
enough to reach the good pros- 
pects,” Sam Barton, president of 
Industrial Surveys Company, last 


ing Association here. 

He illustrated his contention 
with a story titled “One Grass 
Root”—a case history of a mid- 
western small town family with 
two children. 

The Soyck family, used in the 
example, is a member of the Na- 
tional Consumer Panel, and over 
a period of a year in which all of 
the family’s food purchases were 
tabulated, a number of interesting 
The household composition bul-|sidelights on buying habits were 
ptin reports half the households | found. 
ontained no children under 18, | 
bout a fifth with one related child, ‘yal, But to Two Brands 

It was noted that the family 


nder 18 and three-tenths with 
'studied split up its purchases be- 


vO or more. 
Both bulletins are tabulated to tween several stores, and also split 
iow data by region, color and|up purchases of any one type 
eterans’ status. |product between two or more 
‘brands. The case study showed 
‘the family was loyal to brand 
names, but usually to two or more 
of each type product. 
The trend in the town from 
brand to brand was therefore not 


harges Collusion 
yy Heel Jobbers to 
orce Fair Trade 


WASHINGTON—FTC Sunday ac- 
sed eight Connecticut jobbers 
d their trade association of il- 


of exclusivity of purchase. 
Most important, it was dis- 
covered that similar families are 


week told the American Market- | 


the result of a brand switch, but | 
rather an increase in the degree | 


Last Minute News Flashes | 


Cory to Start ‘All-Glass’ Campaign for Coffee Brewer 

Cuicaco—Cory Corporation late this month will start a campaign | 
in women’s service magazines, weeklies and shelter publications pro- | 
moting the “rubberless” and “flame-tested” qualities of the Cory coffee | 
brewer. First ad in the series, headed “Now! no chance of rubbery, | 
rancid taste in your coffee!” will break Feb. 28 in the Metropolitan | 
Group. Copy features a ground glass vacuum seal between the two | 
glass bowls, replacing the conventional rubber seal. Weiss & Geller | 
is the agency. 


Regina Corp. Boosts Ad Budget 10-15% 

RAHWAY, N. J.— Regina Corporation, through Williams & Saylor, 
New York, has increased its 1948 advertising budget 10 to 15% over 
last year. Magazines only will be used, with copy scheduled in some 
12 national publications to promote the Regina Electrikbroom and 
electric floor polisher. 


Philco Opens 1948 Refrigerator Drive 
PHILADELPHIA—Philco Corporation’s magazine campaign for its 1948 
line of refrigerators will break this week. Advertisements, through 
Hutchins Advertising Company, are scheduled for American 
Home, Better Homes & Gardens, Collier’s, Country Gentleman, Farm 
Journal, Good Housekeeping, Ladies’ Home Journal, Life, and The 


Saturday Evening Post. A radio spot drive also is planned on some 
250 stations. 


Irish Air Lines Start Drive on New Service 

New YorK — Irish Air Lines will begin an advertising campaign 
| Feb. 17 announcing its flights to Eire, which will start March 17, St. 
Patrick’s Day. Copy giving details of the three-times-a-week service | 
will appear in newspapers of Boston, New York, Philadelphia and | 
Washington, in Holiday, Newsweek, National Geographic, The New | 
Yorker and Time, and in Irish-language and Catholic newspapers. 
Foote, Cone & Belding is the agency. 


R. M. Gibbs Resigns from ‘Iron Age’ | 
New YorkK—R. M. Gibbs has resigned as business manager of The. 
Iron Age, a Chilton publication. His successor has not been appointed. | 


‘May Issues Scheduled for Unexcelled Repellent | 
| New York—Unexcelled Chemical Corporation will launch a cam- | 
|paign in May for insect repellent in Field & Stream, Life, Outdoor | 
Life and The Saturday Evening Post. Local newspapers and spot an- 
nouncements also will be used. Kelly, Nason, Inc., handles the ac- 
count. 


Horlicks Names Taylor-Reed as Sales Representative 

_ GLENBROOKS, CONN.— Horlicks Corporation, Racine, Wis., for 70 
years maker of Horlicks malted milk, has appointed Taylor - Reed 
| Corporation, here, as sales representative. The Horlicks brand this 
| year will get its first substantial postwar advertising campaign. About 
/$40,000 is being spent in business papers and several new products 
will be announced soon. Leo Burnett Company, Chicago, handles 
| Horlicks advertising. Malcolm P. Taylor, chairman of the board, 
directs advertising of Taylor-Reed. 


P&G May Promote ‘Tide’ on CBS Show | 
| New York—Tide, handled by Benton & Bowles, reportedly will 
‘get half the commercial time on Procter & Gamble’s “Perry Mason” 
|show starting next month. Spic and Span (Dancer-Fitzgerald-Sample) 
}and Ivory Flakes (Compton Advertising) are the products currently 
| advertised on the CBS Monday-through-Friday drama. 


GF Tests Sanka, Kaffee Hag Copy in Midwest 

_ New York—General Foods Corporation is placing ads in the Peoria 
Journal and other newspapers concentrated in that area for a test 
campaign on its two de-caffeinated coffees, Sanka and Kaffee Hag 


,and instant Sanka and instant Kaffee Hag. Young & Rubicam is the 
| agency. 


| 


to be backed up by window and 
store display material, customer 
booklets, and information pamph- 


New Bendix Drive 


FCC Shows 3,119 
Stations on Air 
or Authorized = 


WasHINGTON—An FCC analysis 
of 3,119 broadcast and television 
authorizations showed last week 
a well developed nationwide pat- 
tern of standard and FM service, 
but only a skeleton service for 
television. 

FCC recorded 1,969 standard 
stations, with 1,561 of them actu- 
ally on the air. It showed 1,063 
FM authorizations, including 410 
FM stations now on the air. Of 
87 television grants, 19 are broad- 
casting. 

FCC’s backlog of standard and 
FM applications has been materi- 
ally reduced in the past year, but 
its television load has become no- 
ticeably heavier in the past three 
months. 

The FM backlog has been re- 
duced in a six-month period from 
221 to 132. At the same time, the 
television backlog increased from 
eight to 87. There are still nearly 
600 standard applications pending. 


California Leads 


The analysis shows California 
with more authorizations than any 
other state. Texas is a close sec- 
ond, followed by Pennsylvania, 
New York, North Carolina and 
Ohio. 

California has 228 authoriza- 
tions in all, including 129 stand- 
ard broadcast, 87 FM and 12 tele- 
vision. Texas, with 223 author- 
izations, has 153 standard, 66 
FM and four television. 

The 153 Texas standard author- 
izations are top for all states, fol- 
lowed by California’s 129; Penn- 
sylvania with 98; New York 89 
and North Carolina 86. 

California’s 87 is tops for FM. 
Pennsylvania is runner-up with 
80; New York follows with 79; 
Ohio and Texas have 66 each. 

California has 12 of the 87 tele- 
vision authorizations. New York 
has 10; Ohio nine and Pennsyl- 
vania six. Eighteen states still 
have no television authorizations. 

Two states—New Jersey and 
Ohio—and the District of Co- 
lumbia have more FM than stand- 
ard grants. New Jersey has 22 
FM to 18 standard; Ohio has 66 
FM to 53 standard. Only two 
states—Montana and Vermont—- 
presently have no FM. 


gal collusion to force rubber 
fel manufacturers to “fair trade” 
eir products. 
In bringing its action, FTC said 
¢ jobbers and the Connecticut 
ather and Findings Association 
ed “boycott threats and col- 
sive discrimination” to force 
el makers into resale _ price 
aintenance contracts. 
At the same time the commis- 
n issued an order designed to 
event the Rubber Heel and Sole 
enufacturers Association and 25 
‘| manufacturers from exchang- 
price lists, or entering into 
y combination to use or enforce 
ale price agreements. The 
nmission said that individual 
bnufacturers remain free to fair 
kde their own products under 
reements completed independ- 
ily with their own customers. 
Driginally FTC had wrapped 
> complaints against manufac- 
ers and jobbers into a single 
&. The cases were separated, 


wever, when the manufacturers | 


ee ] 
themselves. 


tyson Names Gotthardt 
_ 

Nal merchandiser in the retail 
res division of Montgomery 


hager of dealer sales of Payson 
Fporation, New York. 


not all good prospects for the 
same products. Using families in 
the panel who subscribed to maga- 
zine “A,” it was found they pur- 
‘chased an average of 25 pounds 
| of margarine a year. Panel fami- 


a comparable publication, 
only eight pounds of margarine a 
year. 

Mr. Barton offered a similar ex- 
ample taken from panel listeners 
to two coffee company-sponsored 
radio shows, which showed that 
the average listener to one show 
buys twice as much coffee per 
month as the average listener to 
the second show. And thus, he 
declared, one magazine and one 
radio show are reaching a much 
better market and carrying the 
advertisers’ message to better 
prospects, than ‘‘comparable” pub- 
lications and radio shov’s. 


Appoints Michael Barr 


Michael G. Barr, for 23 years 


not to contest the charges| manager and treasurer of the Jud- 


son Printing Company, Cleveland, 
has been appointed manager of 
| the commercial department of Re- 
| public Publishing Company, Yaki- 


| the Yakima Republic and Herald. 
| Elmer Stewart, temporary man- 


td & Co., has been appointed | ager for the past year and a half, | 


| has been named to the newly cre- 
!ated post of sales manager. 


lies subscribing to magazine “B,”’ | 
used | 


Boosts Washer as 
Bacteria Remover 


Soutu BEnp, Inp. — Full - page 
ads in 160 newspapers featuring 
the bacteria and soil removing 
properties of the Bendix auto- 
matic washer yesterday (Feb. 15) 
opened Bendix Home Appliances’ 
latest campaign. 

The copy showed “before and 
after” photographs 
colonies, with the opening ad 
comparing non-automatic machine 
“C” and the Bendix automatic. 
The pictures show numerous col- 


Pa and almost none in the Ben- 
| The drive, based on tests of the 
'Pittsburgh Testing Laboratory, 
also compares soil removing ac- 
tion of the Bendix as compared 
|with three non-automatic ma- 
| chines, and it features economies 
of soap and hot water offered by 
Bendix. 


To Continue Indefinitely 


Tests were made using water 
temperatures of 160° in the Ben- 
| dix and 125° in the non-automatic 
machines, in accordance with the 


Gotthardt, formerly re-|ma, Wash., which also publishes | tect manual of the American 


| Washer & Ironer Manufacturers 
| Association. 
Sunday newspapers will carry 


| copy in the campaign indefinitely, 
i 


| 
| 


of bacter:a| 


lets for salesmen, all prepared by 
Tatham-Laird, Chicago. 

In Detroit, meanwhile, F. L. 
Jacobs Company put the finishing 
touches to a six-month magazine 
drive for its Launderall division, 
to cost $100,000. In addition, an- 
other $100,000 will go for a fac- 
tory-distributor-dealer co-op 
drive using newspapers and radio. 


Plugs ‘Double-Tumble’ 


Built around _  Launderail’s 
“double - tumble” washing action, 
the new promotion will open in 


|April with a four-color page in 


onies still present after washing in | 


the April Life. Similar black-and- 
white copy will run concurrently 
in Good Housekeeping and Wom- 
an’s Home Companion, to be fol- 
lowed by a two-color half-page in 
Life for May, and similar quarter- 
pages in June. Trade publication: 


also will be scheduled through 
Grant Advertising. 
And in Cleveland, the Apex 


Electrical Mfg. Company an- 
nounced in 2 
that it would add automatic wash- 
ers and clothes driers to its pres- 
ent lines of cleaners, washers and 
ironers in 1948. 

Production of the new washer; 
will begin in March, when a new 
plant addition for final assembly 
and inspection of the units is com- 
pleted. 


| Vermont with seven standard, 


| ing 


and no FM or television, has fewer 
grants than any other state or ter- 
ritory. Puerto Rico with 23 stand- 
/ard and three FM has more grants 
i'than 14 states. No territory as 
yet has television. 


| RKO, Balked on Video 


Test, Drops Plans 

| RKO, which last week was 
'thwarted in an attempt to show a 
televised fight at its 58th St. Thea- 
ter in New York, has no plans for 
scheduling another experimental 
television demonstration at the 
moment. RKO canceled the show- 
of a WNBT sporting event 


|\“due to reasons beyond our con- 


letter to employes | 


trol.” These reasons were the ob- 
jections of NBC, which begins and 
ends its telecasting day with a 
“property rights announcement” 
advising that telecasts are not to 
be used in places where admission 
or cover charges are in effect. 


RKO has been showing tele- 
vision in its Los Angeles Pantages 
Theater for some time. These tele- 
casts come through Paramount’s 


Station KTLA. 


Joins ‘Berkshire Eagle’ 


Vincent W. Monteleone, for- 
merly advertising manager of the 
Timothy Smith Company, Tox- 


bury, Mass., department store, has 
been named salesman in the dis- 
play advertising department of 
the Berkshire Eagle, Pittsfield, 
| Mass. 
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“FROM CRINOLINE DAYS Ve the We KooR 


SELL-ective Service 


Linens and a 
Womnesties Ro nnn 


As far back as 1866... great merchants began 
reading the highly specialized merchandising 
publications that ultimately became the Haire 
Merchandising group . . . Today, their successors, 
the nation’s leading retailers and their associates, 
who are reading the Haire specialized publications, 
total 151,034.* 


The reason: Each Haire publication has always 
specialized in one field of merchandising ... provided 
the practical help needed by the specialized buyers 
of that field... fought for its interests... brought thou- 
sands of manufacturers, wholesalers, retailers and 
salesmen together in lifelong association. 


Time-tested and experienced, the Haire Merchandising Pub- 
lications have demonstrated the value of the specialization for- 
mula to manufacturer and buyer alike. 


It’s the reason why each Haire Publication is the friend, 
leader and spokesman ... and the dynamic advertising 
medium in its specific field. 


MORE EFFECTIVE BECAUSE... 
THEY’RE MORE SELL-ECTIVE! 


*Survey shows 4 readers per copy 


THE MERCHANDISING PUBLICATIONS 


Information headquarters for 9 Major Markets 
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